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IN NEW YORK IT TAKES (tt FB 


delivers this complete sales package 


SALES CONTROL OF THE NEW YORK MARKET 


This is New York... a hundred different markets in one, 
a huge complex pattern of sales areas. 

One basic requisite for the success of any sales opera- 
tion in New York is thorough knowledge of the market. 
Block by block, the Journal-American’s Sales Control 
Manual provides you with the necessary localized working 
data that lead to volume sales. 

Part one ... desk top Sales Control is by far the most 
valuable guide to sales planning in the New York area. 


ETE 


af - (2) POINT-OF- PURCHASE MERCHANDISING 


Topay your product must get as much dealer cooperation 
as possible. In the Journal-American, your campaign can 
be backed by a heavy barrage of P-O-P merchandising. 

A fully trained staff of field men will build displays 
and secure valuable shelf positions for your product; in- 
terest non-stocking retailers; report on brand popularity, 
dealer attitudes and other helpful information. 

Part two... Journal-American P-O-P merchandising 
backs your entire consumer advertising effort. 


UN eo re TS 


LARGEST HOME-GOING CIRCULATION 


Tre trends to self-service and automatic shopping demand 
that you pre-sell more families with consistent advertising. 

In New York, the Journal-American reaches far more 
families than the two other home-going papers... 123,000 
more than the second; 265,000 more than the third. 

Take advantage of this powerful program for sales! 
The combination of Journal-American circulation leadership 
and a sound merchandising program gives you New York's 
only complete, most successful sales package. 


oJ | NEW YORK ° 
OUFAdl » ap -American 
EAR AERC LEAP TORY 4 <q ELE AS 
NATIONALLY REPRESENTED BY \ HEARST NEWSPAPER 

HEARST ADVERTISING SERVICE 
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the grass iS 
greener on 

the other eide 

of the fence 


In some companies (not yours, of course) 
salesmen complain—and explain thatcom- 
petition is beating them out because “They 
can get right in to see the right man” 


and these sobbing salesmen may well 
he right—the “grass” is probably much 
greener on the competitor's side of the 
customers tence 


If they are, it could be because their com- 
petitor’s sales management realize that the 
quick and easy way to get into the lush 
pasture on the customer's side is to get the 
customer on ther side fir sé to obtain 
quality sales leads from prospects. 


They know that NEW EQUIPMENT 
DIGEST is a time-proved source for these 
quality leads; that the returns from N.E.D. 
advertising come from men who can and 
do make the buying decisions for their 
companies, that these men read N.E.D 
regularly, actively looking for new prod 
ucts and services to buy, new ways to 
improve their products and processes. 


That's why each succeeding quarter shows 
more and more sales-conscious advertisers 
turning to NEW EQUIPMENT DIGEST 
as a means to reduce sales costs and 
improve salesmen productivity by 
readily measurable amounts 


If you haven't yet seen the latest facts 
about N.E.D., write for a copy of “Sup 
pose You Were In These Shoes.” 


@ 68,498 COPIES (Total Distribution) 
@ 200,000 READERS 
@ in 41,561 PLANTS 


A PENTON PUBLICATION 


1213 West Third Street [4-41 


Cleveland 13, Ohio 
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ADVERTISING 
"Why Doesn't Kraft Knock OF 
All This Expensive Advertising? 
and give me a lower is the way a dealer is 
likely to end that question 


CONTESTS 


How a Contest Opened New Dealers 
For Portable Electric 


Leaders are firmly established, but this did not dismay a 
spanking seven-year-old company. With a trip to Hawaii and 
lots of merchandise as prizes, distributor salesmen made a 
success of ““New-Business Ball Game for All-Stars.” 

By George W. Weatherby, Manager, Industrial and Trade 


Sales, Portable Eleetrie Tool Ti 


DEALER HELPS 
A Small-town Merchant's Plea 
"Give Us More Good Displays!" 


Meet T. G. Harris. Jr hardware merchant, who has some 
earthy advice on dealer aids. And read his analysis of what’s 
right with displays provided by some of his suppliers 


By T. G. Harris, Jr., Manager, P. K. Dudgeon Co 


DEMONSTRATIONS 


Jan Dunlap Spells Out 12 Rules 
For Staging Profitable Store Demonstrations 


By Elsa Gidlow 


DISTRIBUTION POLICIES 
Afraid to Switch 
To Wholesale rs? 


The Miller Brothers’ case history may he Ip vou make up your 
mind. You'll learn what happens to distribution, to volume, 
to prefits, and discover dealer reaction to related items 

By Walter W. Miller, Sales Manager, Miller Brothers Watch 


Strap Manufacturing ¢ 


GENERAL MANAGEMENT 

People Working Together” Bui 

$158 Million Insurance Business 
Part II (of two parts 
Social objectives and policyholder participation help. But 
Farm Bureau Mutual's prod iets still must be sold Manager 
ind-man development program and more promotior aimed 
it annual and vear tarygets—send sales higher 


By Lawrence M. Hughes, Special Feature Editor 
HEALTH 


On the Road to a Crack 


INCENTIVES 
Honor Awards for Top Sales Performance 
Sharpen Incentive, Lift Morale 


Consistent, carefully planned award programs to single out 
competent salesmen pay off in better salesmanship, better work 
habits. Membership in) many honor clubs is automatically 
qualification for executive leadership 


MANAGEMENT TRAINING 


What Can We Do 
To Grade-Up Our Dealers? 


Armstrong's management manuals and bulletins provide one 
practical answer. Principles presented in them are based on 
field studies of retail operations in specialty, furniture and 
department stores, and among flooring contractors 
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By R. C. Stabern, Director, Burea f Merchandising, Arm 
strong Cork C 
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How to Build Your Volume 

With Manufacturer Agents 
A “Rep” spells out 12 ways to establish a happy and produce 
tive relationship. How ell do ver actice each one? 


By Marvin Lefer 
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10,384 


Advertisers 


38,9742 


Advertisements 


Thomas Register for 
1953 went to press 
with this record. 


@ 93.4% renewal by the 9,956 
advertisers in the 1952 Edition, 
coupled with hundreds of un- 
sought testimonials attest to 
profitable T. R. advertising for 
diversified U. S. Industry. 


Thomas Register produces 
Sales Leads, not mere inquiries. 
T. R. is not read for editorial 
content — it is consulted When 
Buying is Contemplated. 


The Only Paid Circulation 
in the field — 
ABC 96% Paid 
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461 EIGHTH AVENUE NEW YORK 1, N.Y. 
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Its Under 


nm Lroy City Zone 


NO Smart Car Buyer Examines An Automobile 


Without Looking 


Under The Hood... 


Likewise you cannot learn the true value of the Troy, New 


York Market without looking “under the hood.” Only then 


do you learn that the A. B. €. Troy City Zone goes beyond 


corporate limits. 


It includes Troy, in Rensselaer County, the cities of Watervliet 


and Cohoes, the village of Green Island and Latham, which 


are in northern Albany County, and the village of Waterford, 


which is in Saratoga County. 


These six communities add up to 123,300 consumers for your 


Here THE 


product. 


RECORD NEWSPAPERS give 


coverage. It’s a superb way to tell your sales story. 


THE RECORD 
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¢ THE TIMES RECORD - 


TROY, N. Y. 


99% 


EXECUTIVE OFFICES, 386 Fourth Avenue, 


New York 16, N. Y. Lexington 2-1/6U 


EDITORIAL 


EDITOR Philip Salisbury 
MANAGING EDITOR A. R. Hahn 
ASSOC. MANAGING EDITOR. John H. Caldwell 
SPECIAL FEATURE EDITOR. Lawrence M. Hughes 
SENIOR ASSOCIATE EDITOR Alice B. Ecke 
ASSOCIATE EDITORS Harry Woodward, 

Philip Patterson, Lester B. Colby 
CHICAGO EDITOR David J. Atchison 
WASHINGTON EDITOR Jerome Shoenfeld 
ROVING EDITOR A. G. Merzerik 
CONSULTING ECONOMIST. Peter B. B. Andrews 
COPY EDITOR Gladys Mandell 
PRODUCTION MANAGER Mary Camp 


ASS'T. PRODUCTION MANAGERS 
Aileen Weisburgh, Florence Baldassarre 


EDIT. ASSISTANT Judith Recht 
READERS’ SERVICE BUREAU H. M. Howard 


ADVERTISING SALES 


SALES MANAGER 
SALES PROM. MGR 
ASS'T. PROM. MGR 
PRODUCTION MANAGER 
FIELD MANAGERS 
NEW YORK 16 N.Y. (386 Fourth Avenue: 
Lexington 2-1760): Merril V. Reed, W. E 


Dunsby, Wm. McClenaghan, Randy Brown, 
Jr., Gerald T. O'Brien 


John W. Hartman 
Christopher Anderson 
Madeleine Roark 
Nancy Buckley 


CHICAGO |, ILL. (333 N. Michigan Avenue; 
State 2-1266): C. E. Lovejoy, Jr, W. J 
Carmichael 


SANTA BARBARA, CALIF. (I5 East de la 
Guerra, P Box 419, Santa Barbara 
23612): Warwick S. Carpenter 


SUBSCRIPTIONS 


DIRECTOR R. E. Smaliwood 
SUBSCRIPTION MANAGER Cc. V. Kohl 
$8.00 a year; Canada, $9.00; Foreign $10.00 


SALES MEETINGS 
(quarterly, Part Il of SALES MANAGEMENT): 


editorial and production offices: 1200 Land Title 
Bidg., Philadelphia 10, Pa 


OFFICERS 


PRESIDENT AND PUBLISHER 
GENERAL MANAGER 
SALES MANAGER 


Raymond Bill 
Philip Salisbury 
John W. Hartman 
TREASURER Edward Lyman Bill 
VICE-PRESIDENTS C. E. Lovejoy, Jr., 
Merril V. Reed, W. E. Dunsby, R. E. Smallwood 


SALES MANAGEMENT, with which is incorpor 
ated PROGRESS, is published semi-monthly on 
the first and fifteenth except in May and Novem 
ber when it is published on the first, tenth and 
twentieth. Affiliated with Bill Brothers Publishing 
Corp. Entered as second class matter May 27, 
1942 at the Post Office, East Stroudsburg, Pa., 
under the act of March 3, 1879. Publication (print- 
ing) offices, 34 North Crystal St., East Strouds- 
burg, Pa. Address mail to New York office 
Copyright September |5, 1953 by Sales Manage 


ment, Inc 


Member 


tte, 
? 


nN BiP) 


Volume 7! 


App 


September 15, 1953 


Cureat 


How OWE newspaper: « 
The Sunday Milwzukee Jouma 


Covers Wisconsin Homes 


MORE THAN 20% COVERAGE 
of All Homes in 42 Counties* 


MORE THAN 40% COVERAGE 
in 14 of Those Counties 


"249 < ne )} *xTHESE 42 counties 
KEY TO % HOME ) ‘‘'*2: bo oe 2 ]/ have 80% of all Wis- 


Ree consin’s population, 
GE curanok , 
COVERA 85% of all consumer 


a «: and Over z #7 2\ ~ery income, and 82% of 


all retail sales. 
20% to 39% 


LAFAYETTE me 


Powerful Coverage of Wisconsin Cities and Towns 
68% of all homes in 16 cities over 25,000 65% in 40 cities of 2,500 to 5,000 


62% in 13 cities of 10,000 to 25,000 67% of all urban homes in Wisconsin 
58% in 21 cities of 5,000 to 10,000 50% of all homes in 93 towns of 1,000 to 2,500 


THE SUNDAY MILWAUKEE JOURNAL 


Wisconsin's Most Complete Single Medium Coverage for a State-Wide Selling Job 


SEPTEMBER 15 ‘tes 


make 
your 
catalog 


accessible 
to 

your 
prospects ? 


where your prospect can find it when he needs it? 


What's best for the buyer is best for you... 


... and there’s only one way to be sure he'll have your catalog handy, always. 
Send it to him pre-filed in a bound collection of catalogs. 

The whole Sweet's idea of providing buyers with bound collections 
of manufacturers’ catalogs, classified and indexed for easy use, came from 
the needs of specifiers and buyers. It has succeeded because manufacturers 
found they could sell easier when they made it easier for buyers to locate 
information about their products. 

Right now 1,480 industrial marketers use Sweet’s facilities to make thei 
catalogs instantly accessible to the people most likely to need information 
about their products in the following markets: Product Engineering, 

Plant Engineering, General Construction, Industrial Construction, 
Light Construction. 

The Sweet's man in your locality will be glad to show you how other 

industrial marketers use Sweet's facilities to be sure their catalogs are 


really accessible to then prospec ts. 


FREE: Pocket-size booklet, “How to Improve Marketing 
Efficiency through Improved Catalog Procedure 

Write Dept.50, Sweet's Catalog Service 

119 West 40th Street, New York 18. New York 


a —_ ag - 7 

> ¥ ; lo ~ ried 4 got ¢ ah ps ra . & a 
Sweet’s Cataiog Service 
designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40th STREET, NEW YORK 18, NEW YORK 


Boston Buffalo Chicago Cincinnati Cleveland Oetroit tos Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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How To Find Talent 


For the first time in anyone’s memory product design students have 
gotten a chance to work on an industrial assignment hefore they 
were out of school. A Chic ago manufacturing company whose execu 
tives wisely figured that not all the best industrial design brains are 
employed, tossed the students their prize assignment, Reward for win 


ners: money. First prize was $150; second was S100; third, $50. 


The contest was conceived by Bernard A. Mitchell, a young, ene1 
getic guy who is president of Mitchell Manufacturing Co. He says 
his company is the largest manufacturer of room air conditioners in 
the country. ““We were extremely interested in finding and developing 
new design talent,” says Mitchell. “At the same time we are always 
looking for creative, original ideas that might be incorporated into 
our products. We decided that to best achieve this twofold purpose 
we would give students who intended to make design their life work 
a chance to tackle a real problem.” 


...when you sO \l tchell gave the students the job ot eating a room air con 
TEST ditioner that would be both better looking and cheaper to produce 
food than the company’s current models. The contest resulted in) such 
advertising in maginative ideas as a unit arranged vertically along the side of a 
t . W“ ndow, tu k ng it out of s ght under an attractive cornice mak ng 


ft automat through le use Of a clock like radio, 
Designs Start Here 


It was last May when the contest started. Mitchell invited the 
advanced des vn lass ot Joseph Palma Jr to the Mitchell plant 
sO that they could bone up on the mies han s of air condition ng, ¢ Yrve 
of the engineers took the group under his wing and explained the 
“Like most American echnis al factors that vO into air condit oning, Then the chief designer 

couples, we have plenty... emphasized the importance of design and pointed « 

enough to have a cozy home, onsiderations in designing the units. Finally the advertising manage 

a car, and seta described the company’s advertising program and told the students 


good table.” what retailers look for in selling air conditioners. 


money to burn. 


“We're not pinch-pennies 
either, 


nit the funct onal 


Nothing dramatic about Roanoke. 

Good middle class people. 

Well-balanced industrial set-up. 

Not too much buying power... 

not too little. That's why this esign talent of tomorrow had been up to 

16-county trading area is an ideal 

test market for food advertisers. When it was all over young Thomas Mills of Chicago had copped 
the first prize. His entry was a unit with a Inique ontrol knob, a 

New booklet vlinder across the front of the unit that could make operation almost 

“PORTRAIT OF A NEWSPAPER MARKET"... foolproof. Other features of his design were inside and outside ten 


} 
¢ 


By Tune the des ons were in ind the j idge Nit hell, Paln a the 


p of the company’s Air Conditioning Division and the director of 
ign—vot down to the exciting business of discovering what the 


Gives you a lose-u perature dials which would give the owner of such a unit re smhug 
Roanoke, a mour ‘ eas f , ring hi ly "7 th the hot out-of-d ! 

test market with minimum pene Satist ac on of compa ny ms coo roonis W } ie wr out-of-doors 
tration from outside newspapers 

Tells you what ROANOKE news 

papers do to get maximum ) ort t "! ‘} ( ’ ig. “ d pr ? s ‘s the 
eR ER Robert Kirk. another Chicago lad, ook second prize. His wa hn 
from food stores. For your FREE init designed to le under the cornice. Phe judges liked it because 
copy, write Sawyer, Ferguson, . 1 

Walker Co, 60 Ezst 42nd St, t would be invisible, practical and remote controls could be conven 

NY 17 of , . P 
ently placed ilong the Ss de ot the window. Women the judges be 


lieved, would espe ally like the Kirk des gn since the cornice could 


easily be colo ed to mat h or contrast with the roon "s inter 


TIMES AND WORLD-NEWS 5 
ROANOKE + VIRGINIA - Mitchell hasn't said if it plans to manutacture any of the designs. 
AWARD CITY / suit u< vet some of the features that turned u n the contest 
Sawyer Ferguson + Walker Co. But vou can bet some of the feature t ( | te 
National Representatives will turn up in tuture Mit hell air conditioners. 
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they Buy More because they Have More! 


@ For example, in 1952 Automotive Store Sales per family > Its Bic... over 550,000 population 
in Indianapolis were 74° above the national average!* > It's STEADY... unsurpassed for diversification and bal- 


Yes, pe 


ance of industry and agriculture 


ople Buy More in Indianapolis because the aver- 


‘ Pm /ts Easiry Reacnep... you get saturation coverage of 
ige Income pel household in this big market is $6943 ** 


the metropolitan area, plus an effective bonus coverage 
’ 7h . 7h) 
annually, first among cities of over 400,000! Indianapolis of the 44 surrounding counties in The Star and The News, 


has many other essential market advantages for you too! Write for comple te market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR —_ 


YOUR FIRST TEAM FOR SALES IN INDIANA 


THE INDIANAPOLIS NEWS —_— 
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They Blow Horns 


Thirty-five enterprising Pittsburghers, mostly in their 30’s and 
+0’s, are selling their community to residents of the city and metro 
politan district. Members of the Civic Salesmen’s Club of the Cham 
ber of Commerce of Pittsburgh, they're bringing their neighbors the 


story of Pittsburgh’s phenomenal $1'% billion redevelopment pro 
pyran 


The organization was started in 1948 after a survey revealed that 
many Pittsburgh residents displayed a lack of appreciation of the 
city's good points. Pittsburgh was beginning to build new skyscrapers, 
parkways and other projects to go with its new smoke-control pro- 
gram, and the Chamber of Commerce wanted to make sure the story 
was made known. The result: Civic Salesmen’s Club. 


The club is under the general direction of John Mauro, the Cham 


ber’s energetic, young public relations director. Chairman is Bernard 
J. McCrory, manager of the Pittsburgh office of Personal Finance 


Company {mong its membersh p are five attorneys, one school super- 

A PICTURE! Vising principal, an orchestra leader and two personnel directors. 
Their principal stock-in-trade is a color film consisting of 80 slides 
and a script provided by the Chamber. Armed with this equipment 
and assisted by a projectionist, the Civic Salesmen venture out to 


OR IS IT? small civic or neighborhood groups, fraternal organizations, schools, 


church groups and conventions, to tell their storv. 


Pretty silly, isn't it? 


How many of your salesmen 
carry around a similar picture Pittsburgh Rebuilds 
of your product or service in or ; ee 
t , > ' . The 
. A 5 : , ie f m being shown at present is ttsburgh Rebui ds or ie 
their minds? A mental attitude Future. But work on suc h developn ents as the Cr;ateway Center at 
developed by customer resis- Pittsburgh’s tamed “Point” is progressing so rapidly that last October 


tance, and objections. wer od was rewritten and 20 new slides were provided at a cost 


It happens . . . and you can tell 


The Chamber obtains its audiences by offering its service to or 
it's occurring when you get sug- ganizations. Program chairmen are quick to respond and Civic Sales 
. me tot about 5 spe; y engagements a m t ‘ y a‘ 
gestions from your salesmen nen il about 15 speaking engagements a non h, although they 
have made as many as 50 talks in a month. Since the group was 
that they could sell more IF... formed, its members have talked to approximately 1,000 groups and 

Help your salesmen regain their iudiences estimated at 50,000 persons. 
perspective. ANudiences ave ave thout 50, altho ivh the c vit Salesmen ask that 
sudiences be no less than 25. One Civic Salesman recalls, however, 
° that although a women's vyroup prom sed at least 25 listeners, only 

ow tnem: p | 


three members showed up. But the ¢ Salesman and his projec 


“THE ATTITUDE tionist gave their all to the task 
THAT GETS BUSINESS” The film req 


answer pel od. | 


res 24 minu s and is followed by a question and 
riodically ‘. of C. sends letters to Civic Sales 
men, apprising them of new civic de elopments so that they may 
nterpolate the latest information about Pittsburg! 


h’s progress in 
cessful sound slide program... the it 


AGGRESSIVE SELLING 


i 
) 
e 


part of the outstandingly suc- 


( 
I 


The Chamber provide S00-a-year budget, mainly for lunch 


eons tor the men bers ravel wud cost of projectionists, That Sum is 


You may obtain a preview iugmented as needed, especially when new color slides are necessary. 


without obligation. 
Write for details. 


Civic Salesmen obtain a minimum of glory or publicity and for the 
most part their work goes unnoticed in the local press. ‘Vhey give up 


n vhts, Sat irdavs and Sundavs to appea betore their audiences They 


have trave led to boro iwhs te wash ps and ties everywhere. 
} 


‘The Civic Salesmen also partie n a Chamber sponsored weekly 


WESTEN-WILCOX television program, “The Pittsburgh Story.” Members of the Civic 


Salesmen’s Club Interview prominent r ttsburghers on subjects that 


6108 Santa Monica Blvd. ire usually controversial. But their principal job s to help promote 
Los Angeles 38 Calif Pittshi rgh is a business, industrial and residential center. ‘They may 
’ e ’ 5 


not te l] the world bu YY rood job right at home. 
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County 


thes will see actual reproductions { 


» machine 
futtlerns. 


room, 


fall, at eleven important State and made the farm homes in the 


kau hundreds of thousands of 


fifteen art States a prize market for 


| . equipment ipplances, rugs, urniture and 
double-function rooms... which furnishings, and all quality merchandise. 
an illustrated article in SUCCESSFUL FARMING ha over 1,250,000 
t SuccessFuL FARMI circulation, concentrated among the top 
able, these model room ’.1 million farms producing nine of every 
j 


id decorated by SE hon ten farm dollars. Phe 1952 average annual 
I cash income ol Sk subscribers was = 10,075 
. OF above the US farm average. 
prosper 
tana i 1c In A MARKET where TV and general 
media have only limited imtluence, the 
national advertiser must have SUCCESSFUL 
ARMING for penetration, readership, and 
family interest based ona hall century ol 
to balance national schedules, vet 
the me of today’s best farm sales and 
potential. For full faet 
SI olhice,. 
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Only NBC offers guaranteed 
merchandising and promotion 


When an advertiser purchases time on NBC Television, he is 
guaranteed—at no extra cost—three valuable adjuncts 


to successful advertising: 


e The N¢ reicee sofa nation-wide hhie rchandising 
organization which if ill de “IS A die rchandising 


plan espe cially for his particular needs. 


~A minimum of $4,500 worth of network promotion 


GAHMOUNCE IE nts fo) his program CET Wee ke. 


A HeIiMespape adie rtisemeut promoting his how 


ry forty tele rision markets. 


No other television network makes these guarantees. NBC offers 
these services because they help the advertiser gain the greatest 
value from his advertising. Guaranteed merchandising and 


promotion are good reasons why 


NBC is America’s No. 1 Network. 
Next week ... further proof. 


NBC’s Audience Advantage is to Your Advantage...Use It. 


a service of Radio ¢ orporation of America 


1953 


IOWA PEOPLE 
Whak Plog hve 
BY RADIO! 


lowa Radio Users Spend More Than Twice 
As Much Time With Radio As With 
All Other Media Combined! 


Enter almost any lowa home at almost any time 


of the day, and you will find at least one radio 
set in action— keeping Mother company while she 
does her duties — bringing Dad the farm markets 
and news ——changing the quiet house into a warm 
and friendly home. That's why the average lowa 
family spends 10.53 hours per day with radio, as 
compared with 2.64 hours with television, 1.7 
hours with daily newspapers, 0.79 hours with 


weekly newspapers. 


lowa people spend more time with WHO than 


with any other lowa station! 


[ WHO 
| PROGRAM 
ec HEDULE 


od - 
|\RE@UESTe » 


FREE CoPY 
° 


a. IT RS 


U4 KAMER 
. 


All the above figures are from the 1952 Iowa 
Radio-Television Audience Survey, by Dr. Forest 
L. Whan. This Survey is used regularly by lead 
ing agencies and advertisers. It is worthy of your 
deep study. Free copy on request. 


W Inl © 


+ for lowa PLUS + 


Des ‘Moines . . . 50,000 Watts 
Col. B! J. Palmer, President 


P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 
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COMMENT Eg 


The newspaper 


Selling a Price Rise with the — . 
: j 10 
There's probably a temptation in) the m nds ft executives on evening circula 
nected with monopoly enterprises to be somewhat dictatorial to cus in Chicago 


tomers, but if there is such temptation it is usually curbed—with the 
result that some of our best public relations efforts stem trom and suburbs 


called monopol es, in lad ng many of the publi itilit es and ° 
is the 


rently, from the Railway Express Agency. 
CHICAGO AMERICAN 


Of course, st! tly speak ng there’s no such thing ass an onopoly. 
If we wish to ship something by Railway Express the shipment must 
go through one specific agency but if we don't like the wav they 
render service we can turn to parcel post, air ight, regular freight 


or trucking. 


The folks at the Railway I xpress Agency recently won themselves 
a much-needed and long-awaited rate increase but instead of jamming e 
it down the throats of istomers, KA. N. Merritt, vice president in 2 
charge ot Trafhe, S sending out an interesting and well documented = 
folder called, “We Had to Ask for a-Rate Increase and We Want * 
You to Know Why with an accon Panyiny letter. e Nationally Represented by 
- Hearst Advertising Service 
Using the positive approach nstead ot the 
by explaining what the organization has done to modernize and . 
mechanize so as to give sh ppers the most tor the shipp ng dollars; / " Perfect 
he reviews the equipment being ordered to supply additional facilities ny Gift for 


to speed up and extend express service and at the end he drives home 


nine special services Gftered by Railway Express tor which there is Every 
no extra charge. Bee Executive 


One of the points brought o ’ ‘accompanying letter is 
ticularly interest ng Nlost of us do not have to compete with 


Fancy Smoked 
TURKEYS 


Give a gift of distinction—one that 
will truly flatter the recipient. Premium 
quality birds (U. S. Grade A table- 
ready), carefully dressed, then smoked 
with a rare, delicious flavor, are gifts 
of thoughtfulness for every holiday. 
and we cant. ‘4 Each plump, broad-breasted turkey 
(goose or capon) is slowly processed 
under exacting controls to insure juicy 
perfection of flavor. No cooking neces- 
certainly the express people cannot. s ipply door-to-doo “tIVeETY I sary. kach bird shipped in re-usable 
every scattered farmhouse the nation, but Merritt is quite right polyethylene bag, dry-iced to insure 
arrival in frozen condition 

one Auractively gift-wrapped, gift card 
Summertield’s statist are ; irate, that it is competition conducted enclosed. Shipped prepaid anywhere 
in the U. S. Send us your gift list, we 
will ship direct. Arrival in perfect con- 
dition guaranteed anywhere within 
Railway Express delivery limits 


The Farmer is Far From Being Broke CUSTOM FOOD PRODUCTS, INC 


N. WESTERN AVE., CHICAGO 12, 


government, but that isn’t true ot the Railway I-xpress Agency 
Merritt says, “We have been trying to carry on, as a private ente 
prise, transportation operation in direct omipetition Ww th government 


parcel post. It’s unfair competition. Any company, vours included 


PE Tb TEE SE EE EF 


could sell its services to the publi more heaply t the povernment 


would pick up the bill for losses at the end of the 


<< 


o, 


ai SS 


Not everyone will agree that pat el post is unfair comy 


ition. It’s also true t Postmaster Creneral 


in saying that it i compet 


ata loss W th the | . ! leu \ Ver nstead ot hy sh ppers. 


, will need 

If you were a STOrEKR ee] 1" i harming ea and v1 ED PROUD Smoked whole turkeys of Ibs 
through your books that Fart Hanulton had pur hased SP.000 eo, av wt 9-15 Ibs. Price $1.75 tb 
moked whole geese of Ibs 

worth of merchandise trom you i ‘ight months of 1952 co. av. wi. 6) tos. Price S158 & 
but only $900 worth in the simil Y3 per 1 would y SAN Smoked whole capons of ibs 
‘4 A ea ov. wt 5-6 Ibs Price $175 tb 
yourself Poor old Hamilton ‘su ag | Waseih <iaans 


but he’s hardly worth cultivating nov F Name of Firm 


aii 
Address 
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These three commercials started out equal 


... except for one thing ...Creative ingenuity. 


YOUNG & RUBICAM, INC. 


Advertising « New York Chicago Detroit San Francisco 


Hollywood Montreal Toronto Mexico City London 
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t any } 
oO learn that some sales executives are PESSIMISTIC about the 


n arkets be ause the farmers gross income has dropped al b . 3 t Reach all 
than the d op in his cost of doing business 


As a matter of tact n suggesting in the above exan ple that the h | 
drop might be as high as 10¢¢, we are probably short-changing the On W ee S 
tarm market, for there's nothing to indicate that retail purchases 
have dropped to that extent. The farmer's drop in cash income to! p= 
the first 8 months was 6€¢. Coming off an extremely high level, this inl New Eng all a 
is certainly not an alarn Ing drop. True, it's a salesman § market there 

t’s up to salesmen to create sales), just as it is in the cities. lhe 
tarmer and his wife, just like the city folks, have a good inventory 
of merchandise. In recent lush years they have bought generously 
of farm machinery and of appliances and other improvements for the 
home. If need be, they could get along with what they have for a 
year or so—but the farmer is no different from others in not wanting 
to drop from an already-achieved standard of living; instead he 
wants to raise it, but in the current market he can be very particular 
about what he buys. He can and will demand quality at a good 


price. The Dr. Forest L. Whan 
We would hazard a guess that much of the drop in farm income Survey shows how! 


has already taken place and that this fall and next spring the rural 
markets will stand up as well as city markets. More than half use car radios 
daily. According to the Dr. Forest 


We ee oe ee Ce | points IL. Whan Survey of the Boston Trad 


: { Distribution rea (the most 
] ana yt i“ 

out that changed eating habits W I] prevent a return to pre World 

thorough audience s vev ever com 

pleted in New England) New I 


landers are among the nation’s lat 


War II ratio, when only 24 cents of every dollar went for food, as 


against 29 cents at present. Makers of all types of durable equipment 


ised in the farmer’s home or in his barns or on his fields should users of car radios, Better than 


remember that n ich of the present equipment was bought as soon the motorists there both men and 


as possible after the last war and that it is beginning to wear out women, have their radios on daily 


t 


and become obsolete. Few farmers who now own a tractor or a they drive. Thus, to reach the bigge 

truck will ever go back to horses; few farm wives who have enjoved widience in New England, use radio 
the medium that seeks out your cu 

mechanical retrigerat ) ‘ver g o storing butter na ' 

] tomers wherever they are 

deep well. 

More listeners than any other 

station. According to the same sur 


vey WBZ rat first as the Station 
ee ' e t y mos or da T . 
Television's Outstanding Growth posi Rael gerbe cag Se 
ne QO percent of tho iter 
sed named WBZ Ccompared th 
No new entertainment medium or advertising medium 1 percent for the second statior 
ar so fast as television has gone since its commerci: | vercent for the or meht 
tion in 1947 tn listening, the , ul 


percent named WBZ 


) 4 1 ie he COM ‘ ithe 
Radios are now so accepte n our homes and 1 ur automobiles nt named th nd st ’ 
’ the third 


' ercent 
that it’s e: to make the false assumption that radio, too, yun ped he 


from babyhood to adult manhood in a t short vears. 


Actually, commercial radio was introduced in 1922 at which time 


re were 400,000 sets. Five vears late) 1927, there were 7 million 


\ 


But television starte n 1947 with 200.000 sets: five vear 
there were 21 m I] on in operation, The rate ot growth tor 
vision has been three times that of radio, with a prod ct wh 


an average sale price three or four times as oreat. 


By 1940 the number of radio sets in use had in 


reased to 51 mil B @] Ss T @] N 
lion and by 1952 to 110 n llion. I ven the most bac kward of our 50 000 WATTS 
states have a percentage ot radio homes virtually identical with total NBC AFFILIATE 


homes. 


Whether or not > use ot television sets will eventually pass the f 
100 mill on mark, as already aC h eved by radio, it is clear that the W E S T | N G H U S E 
television ndustry has a large potent al market and w I] command RADIO STATIONS Inc 
Ver larger advertising budgets. 

si — WBZ * WBZA +> KYW+ KDKA 

Since the freeze was lifted, many new. television stations have wowo ° KEX ° WBZ-TV + WPTZ 

started and the total is approaching the 200 mark. It is expected that penene rene eng ee Rainy, 
- - excel yr af d anc Y f 

by 1955 the total will be close to 500 and that there will be few NBC Sp it Sales 
areas not served by this new medium. 


SEPTEMBER 15, 1953 


“.advertisings most coveted distinction’ 


Annual awards of $5000.00...established in 1947 by Putman 
Publishing Company for the best use of industrial advertis- 
ing...and the best documentation of such use...in making 
more effective the selling of products or services to industry. 
Administered by Naticnal Industrial Advertisers Assn. 


Citation and $2500 
Citation and $1500 
Citation and $1000 
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HE PUTMAN AWARDS 


First Place 
WH. Grosse 


-Alons anto Che hacer il Compan 
Gevas Division 


lor the best use of 
/utustrial . Advertising 


amd the PB /yst Dex umentatton 
of such use in helping 
make ¢ a. s tv ws Ialatin® VW 
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PUTMAN PUBLISHIMG COMPANY 
TIT EAST DELAWARE PLACE, CHICAGO 11, ILLINOIS 


Publishers of FOOD PROCESSING * FOOD MARKETING + CHEMICAL PROCESSING [XJ 
NEW YORK « CLEVELAND + DETROIT - ROCHESTER, N.Y. + ST. LOUIS + LOS ANGELES « SAN FRANCISCO + PORTLAND 
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A New “TOWER KITCHEN” 
to serve 400 000 


KAY 


Free Press Families , 
r 


Pa 


iM a - 
yy wa, 
cs! : A 


Sage 


More than a million and a half Free Press folks get their “eating directions” Send for your 
every day from Kay Savage, Detroit Free Press Food Editor. Every week free copy of 
Mrs. Savage and her staff personally handle a thousand inquiries and ao _ 
phone calls from women readers who want to know what to do when . 

a cake falls or the pie bubbles over in the oven. Twenty-one years ago, 

The Detroit Free Press established its famous ‘““TOWER KITCHEN,” 

where recipes are tested and checked before heing “served” to our readers. 

Now ... today ...a newer, brighter and thoroughly modern kitchen has 

been created for Mrs. Savage to help the women in 400,000 Detroit Free 

Press homes better solve the culinary problems of the day. 


The Metroit Free Axess 


” 
t Interesting Newspope’ 
HT, Publisher 


“America’s Mos 


STORY, BROOKS & FINLEY, INC., NATL. REP. e KENT HANSON, NEW 
YORK RETAIL REP. © HAL WINTER CO., MIAMI BEACH, SO. RESORTS REP. 
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TRENDS 


As seen by the Editor of Sales Management for the fortnight ending September 15, 1953 


MORE YOUNG, MORE OLD 


hay - even large 
ldren under 5 than there 
, 

between the ages ot 

ind over, and fewer 
were in 1941. This will 
to 40 ige groul 
\\ I] he supporting more young 

nd relatiy 


jewelry 


tics of this sort mean tat 

yan area with which 

can't encompass 160 

n people uman n nd cannot get a cleat 

ture of hundreds of billions of dollars. But I can see 

what's happening when | look it the figures tor n old 

home itv of Nfadison. Wis Here’s what happened 
between the Census vears of 1940 and 1950: 


Age Group Census Population 


1940 1950 
0-4 years 4,433 8,748 98 


5-19 14,499 18,238 26 
20-44 29,817 43 562 46 
45-65 14,000 18,374 31 
65 and over 4.698 7,134 52 


°o Increase 


67,447 96,056 42 


inges in Madison are actually more acute than 
res indicate, because between 1940 and 1950 
hange n the Cens is rule. Prior to 1950 


Tle ve students were a 


! edited to their home state and 
tv but in the last Census they were included in the city 


where they were attending school, Taking this point 


nsideration, the gains in the very voung and in 


ven more significant 


THE CHANGING AMERICAN FAMILY 


In irrent continuing series Fortune is dis 


ssing the 


hang ng Ame ican market ind omes up w th some in 
te Stimates of nceome groupings as of the late 


) ‘Tt 
1929. The magazine makes the point that 
there were a marketing point of vic 


the . lass” 


hree maior ere 


mwth facto ibove the $4 000 
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buying power becomes 


‘T hie Fortu re Wy ft Nn with one of the big SALES 
NIANAGEMENT coming up this fall; in the No 
vember 100 issu show for all counties in all 
metropolitan inty areas a four-way breakdown. The 

it-off points, excey at ft very top, can be telescoped 
nto the break ny points hosen by Fortune but there 
would be relatively little difference between SM’s $7,000 

it-off and Fortune's $7,500. The essential changes in 


the « onon ire shown a) th s table: 


Under $4.000 $4,000-$7,000 $7,000 and over 
7, of % of “%, of % of = oF % of 
Consumer Income Consumer Income Consumer Income 
Spending Spending Spending 
Units Units Units 
80 15 5 


56 31 13 


BACK TO NORMAL 


Under “Comment” in this issue, in a little pie e about 
what's happen ng in rural areas, we say that a custome: 
who bought $1,000 last vear and S900 worth of met 
chandise this vear doesn’t suddenly change from being a 
good customer He's just a little Jess good than the vear 


before 


Business Week nai recent ssue uses a somewhat 
similar analogy in forecasting business for 1954. The 
magazine quotes a Calitornia clothing manufacturer as 
follows “After all f yout plane slowed down fron 
300 miles per hour to 280 m.p.h., vou'd still be going 

80) m.p.h. s yvour regular cruising 
omplaint 


av not be a 1954 dip but it is certainly p 

ready for one if it comes. Perhaps all of 

to work harder for our money than we have 
been work ny but this is ESP’ ially yong to be true of 
salesn en T hey “ I] have to work hardet than they have 
worked since 1940, but no hardet than they worked before 
then. The b gy tro ible is that so many of our road sales 
men an | im even highe r percentage ot reta | sale men 
haven't had any pre-1940 selling experience and for then 
+} +} 


ie strain will be tough unless managers of sales give em 


more help 


NMost or u i once someth ny is lea ned it 
tfays learned. ! follow ng the war most sales 
vyanizations tugmented thei Torces, They took back 

of their men ho had gone into service and 

started sales training courses at 
tluable “how to” information ai 
1 out in the field but mat 
raining was oft little 
hort and buyers 


So much of that knowledge 
ibsorbed six o 


iuse if was not 


1) - asad ls ee 
le Sone o ( Cral Casotis WHY I si ‘ an neeas 
i retresher course——to relearn, and to learn how to apply 


ormation and ideas wh h have 1 


; 
' 


‘| hve 
n New 
Sale "CUTIV 1 l the 
Unive it} Was a preat ‘ss, but 
there and talk ny with many of the 
exe tives who took the three week course 
to make a vood-size that the greatest 
them received was tl they were n 
and reconsider many ideas and techniques 
had learned before but which had not be 
them bec ause they h id Hever been applied 
than the learn ny of an new th nys, Was 


of the school’s succe 


A LITTLE STRAW IN THE WIND 


Phere is no dodging the tact that while income and 
employment are h gh there is greater sé lectivity in buy 
| 


inp and aA preate! tenden to put someth ne aside tor i 


rainy day ‘The money is there but it’s harder to vet it 
out of the pocket Wi don't draw TVD h on solated exan 

ples bee ause vou don't yet the complete p ture until you 
have made an adequate sample, the isolated example 


nevertheless can be interesting and perhaps significant 


| have a sister out near Madison, Wis., who is a part 
nel na motel, | he other n ght she wrote me: ‘| his 5 
a dreadfully empty night There Ss no accounting to 
the peculiarit es of the hun an race! This summer in 


Wisconsin has not been up to par with regard to motor 


UNEMPLOYMENT 


IN THE U. S. 
a 


=) 


3,395 


THOUSANDS 
OF PERSONS 
UNEMPLOYED 


SRRESSSS LOS CRASS SAAS" 
BGRN.S. MBAS DAMS Ve 


SSS ARE AAAS 
NNSA NAO SE" 
NRE MWS ®a . 


1945 ‘46 ‘47 ‘48°49 ‘50 ‘51 
—— averace 1952 = 1953 


SOURCE: U.S. DEPARTMENT OF COMMERCE 
GRAPHIC BY PICK S. N.Y cam 


» are working 


travel and every business on the highways has telt 

We turn them away one night because we have no 
vacancies and the next night we wait in vain for cus 
Money tightness has been evident 


tomers to show up 
by the unusual number of ‘shoppers’ who go from one 
motel to another vetting and going on. inspection 

rs before settling down to night—and also by the 

entage of families on \ 

everyone speaks of that if seems quite inde 
standable that the higher Os of both bed and board 
make it d fheult for a one-income family to take a bunch 
of children away for a week or two. Chicago reports 
that the attendance ty beaches was 200,000 large: 
in July this yea van |: which might indicate 


holidays are being . rear home.” 


Incidentally im that 45.000 motels with 
796,500 rental units now dot the United States. About 
2000 fold each vear but the net total is growing—with 
the net gain averaging 3,000 a year. Average daily o 


Ipaney exceeds an llion people. 


SIGNIFICANT SHORTS 


The Boston Conference on Distribution will be held this 
vear October 19 and 20 at the Hotel Statler, Boston. 
This is the 25th annual n eeting of the country’s best 


known distribution conference 


"Excess Prophets” is a new name which has been coined 
tor some way to th ow at the prognost itors who are 
believed to be double-talking themselves into a business 


igvested that 


PHILIP SALISBURY 
Editor 


' 
recession. It has been 


against then ° 


PERSONAL INCOME 


IN THE U.S. 


IN BILLIONS 
OF DOLLARS 


& a 
SEASONALLY 
ADJUSTED 
ANNUAL 


EZ 
1947 ‘48 ‘49 ‘50 ‘SI ‘52 AN JUNE 
1953 


SOURCE U S DEPARTMENT OF COMMERCE 


GRAPHIC BY PICK S © Y cm 


nore money 
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1,310,000 


IOWA PEOPLE 


read ‘THE 
DES MOINES SUNDAY 
REGISTER 


68.4°/, Coverage of a Statewide market... 
(all lowa people 15 years of age and older) 


. . as reported by the Advertising Research Foundation in it’s first 
statewide audience study of 14 Sunday newspapers circulating in Lowa. 


For complete facts on where these people live, what they 
earn, what they own, see “A Study of The Des Moines 
Sunday Register Audience in Lowa.” For details on how to 
get your copy, write Advertising Research Foundations, Inc., 
11 West 42nd Sc., New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 
...an "A" Schedule Newspaper in an "A-1" Market 
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“Visual Language’ Helps Sell 
Half of G-E’s Volume 


Visual Education is one of the major media in G-E's Appara- 


tus Sales Division. It crystallizes management communica- 


tion among 30 of the company's departments, increases 


the market for electrified machinery. It may be a chart, or 
a $100,000 movie, or a working model. One man directs it. 


Based on an interview by Philip Patterson with 


ROBERT L. FEGLEY 


Manager, Visual Education, General Electric Co. 


As sales n inagement searches ton 
Ways to step up the mpact of the 
sales ¢ ind develop markets neve 
can stud 
the use of visual aids by Gi-E’s tar 
Hung Apparatus Sales Division 
dabbled in 


, exhibits, ete but tew have ce 


rea hed v the salesman, it 


\lost COM panies have 


fy] 


veloped a corps Of spe alists to han 


dle th s 
sell ng on a continuous and ethcient 
basis, This is the significance of Ci-I 

Visual Education Unit, as analyzed 


mNnterview with tS IManadel 


nportant new adjunct to 


\lanage ot 


organization 


which supplies the filn programs 
sales aids, exhibits, displays and stag 
ng services tor the \pparat is Sales 
Division 


Q. What's the 


Division ? 


A. The Division handles the sal 
ot (jeneral ] lectric 's ndustr al 
uf lity ind 


transportation detense 


produ ts. It's one of the biggest 
technical sales operations in the coun 
trv. These prod icts account tor more 
than halt the company s volume ; over 


i billion dollars wo 


9. And your 


ial aids? 


PROVOCATIVE operating exhibits are a 
part of G-E's visual undertaking. This breaker 
is only one of hundreds of working electrica! 
units built into a 10-car exhibit train, visited 
by industrial and civic leaders in 163 cities. 


Objective Sell more power to America 


A. Ye s, OUT 


tor selling and sales training. Actu 


purpose ts visual a ds 
ally, our staging and production sery 

es are called on for other purposes, 
too Management conterences, em 
ploye meetings, and share owners 
meetings, especially. But our primary 
business is visual aids for selling. 


9. Why is General Ele 


terested in visual aids? 


A. Because they work. They help 
to move the goods. If vou're voing to 
hold a leadership position in today’s 
market, 


ise every possible means of impress 


competitive you ve 


ng your product advantages on the 
customers. Reach them through 
every sense, simultaneously if pos 
sible. 

Let them feel a sample, inspect a 
‘Take them on a picture 
trip. Give then 


cutaway 
graphs, hgures 
proots. Give them a show to remen 
ber. Once you tap in on the visual — 
media, you open up an almost infinite 
variety of channels to the customer's 


ind 


9. Does this mean you 
on the traditional media 
lvertising ‘ 


handbooks ? 


re lett ng 
space 


lirect mail, catalogs, and 


A. 1) 
tion is part of the Apparatus Adver 
tising and Sales Promotion Depart 

Any of the material we turn 


film program, a demonstra 


no means. Our visual opera 


t, an exhibit—is part of an 
} 1 
grated sales promot onal progran 


iW necessary to 


SALES MANAGEMENT 


VISUAL EDUCATION is called upon to put 
technical education into visual terms— 
samples, graphs, proofs, films, programs. 
Here storyboard technique solves problem 
of internal communication among manage 


ment personnel, making market data clear 


promote a 


yal 
! 


particular produ A. Yes. that’s an audien isual Education | 


ward a specific objective OOO right there n { ; ! liv if four components: 


, 
The space vert ne and direc mostly concerned |) 1O000) it, In Production 
} iil go on continuouslh like Aad\ people In out Apparat ‘ Sales organ Int nit al Progran 
downpour ot sales Messaves, ¢ nich zation keeping 1 | ! roduct t our most ethcient 
ng the market. We're the g ne ind market deve lop new sales \ yrouping like-work and main 
bolt—the blast that make | hannels and ni [Division aining firm budget and cost control 


, ' 
tomer stop, look, and 1 goals and ‘sults : Nake 


Q. Sounds rathe 
play: conte “| vu 
A. Sometimes it . A good n ) the most 1 rl 1 re A. ‘Vhe Exhibit 


picture, or a staged 


you tell Is about the | 


} presentat 
make a strong emotional 
h is often remembered lor 


‘ h ive been 


ates our exhibits at about 
tional trade shows a. veat 

a warehouse of tt 

xhibits and displays which are 


aCTOSS I I - yy i I ISU ld 1 ‘Ss able r use in lo illy sponsored 


, 
Esp 


s whicl r local sales offices ce 
to entel about 70 a year The 
| xh bit | nit also will oversee the 
planning and production of traveling 
exhibit trailers, sample ind = model 
dealer display area 1 la 


staye props, et 


A. Oi Nlodel Shop hat dle 


base load, and adapts yreviousl 


, 
peen in 


tory 
I 


¢ 
) } 
B t the DIL 


sales 


ryt , 
{ 


World Wat 


fied (;-1 Pith) 


bil i i 
(Continued on page 


146) 
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They're in the 


BY HARRY WOODWARD 


MEET MR. PLYWOOD .... 3. years ago a lad named 
\ “Tony” Antoville took a vacation-time job with 
United States Plywood. Recently that summer office boy 
who inp these ul y years won a reputation as plywood ‘ 
1! vibe one s I itl Was ele ted his company’s president. 
Lon \ntoville never expected to make plywood his career 
when, between semesters at Columbia University, he took 
that first job. But he’s never worked for anyone else and he 
that S primal ly be ause the company gave h ma sales 
Soon he was searching out business in New England: 
He found sO much that the ompany gave him ncreasingly 
important tasks—to open a Boston branch, to be first man 
iver of the l lexwood Dix sion Almost 10 years avo he Was 
illed back to N.Y made director of sales. He helped carry 
t the company s enormous expansion of production and 
tribution which placed the ompany at the top of the in 
y. Since 1944 U.S. Plywood has seen its sales—under 
Pony’s direction—le ip trom $20-million to $116-million 
i He says his first hobby is selling plywood : fter that 


on ut. volf, bridge and cigars 
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EVERY LITTLE GIRL A SIREN... Ay Jats 


ago hild en t 1 *‘s We 


as 10 vears 


ec ilmost unheard ot ‘Today the 


Pigtail Set yoes for permanents, perfume, the works. And 


n New Rochelle, N.Y., 1 firm ot Helene Pessl, Inc., pio 


neers in the field. |} ist opened its new $300,000 plant. 


Phe company, wh 


nufactures | ttle Lady and Little 
Deb toiletries 1 isily filling 
j ’ 


unprecedented Christmas 
orders hile tl l on of \ nold Perlman its president 
nrl’s world a Roumanian architect 


During a period of unemploy 


onftainer for a cosmetic company, 
) ! 
Cssi then adult cosmeticians 
¢ ) 
tle same everywhere. Perlman 


watched with amusement little girls sampling 


beliet that mommys would. be 


wets Which made the clean-up 
process f “THM an if Pe ss] nto children’s to letries 
Loday YOO) stores \ tl 


he line: Ot all children’s toiletries 


sold in these stores S57 are the Little Lady products. Re 


le his first bid tor the little boy market! 


Lad Hair Trainer. 


ently 


1 SMI knows that 
knows bette: what t 


named ‘| : Lewis 


ere S14 million-worth 

veget ibles ey ‘| he someth ng-extra 

Koods, designed » 30> million 

waistlines at the 

n behalf of Me 

New York—here 

* Was onl | 
a wholesale yrocer. nN 1a\ he b ought } 


vey 


° 1] ; } 
pomodoro 1hieC Was hide 


woes 
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Your wife is convinced your job is ruining 
your health. 


The president of your company agrees with 
your wife, and he's more hardheaded about it 


On the Road to a Crack-up? 


Sales executives logged an average 
of over 30,000 miles last year while 
eating and drinking up thousands of 
dollars in the course of their employ 
ment. Unlike the sales figures, this 
punishment of the human frame 
climbs inevitably with every vear. Ait 
travel 


tighter 


encourages more” trips and 
schedules. The chances are 
that you will be covering even more 
ground and putting away even more 
rich food and drink in 1954, 

If you're an average sales execu 
tive, your wite is worried. She’s con 
vinced that your job is ruining yout 
health. Her s so flattering 
that you don’t tell her (a) that you 

a big kick out of it all, and (b) 

you got to the top because you 
ire physically indestructible. 


concern 


The pres dent of your company is 
ibout your health as 
you 4 and he’s more hardheaded 
about ¢ 


as concerned 


Increasingly, he is not only 


to go to the doctor before 


urging you 
you rack ip but he’s footing the 
bill for the ti Pp The Lite Extension 
Examiners, largest and oldest organi 
zation devoted exclusively to per odic 
health examinations report that com 
pany-paid checkups have become its 
e since the War. It exan 
personnel of more than 


Harry J. John 


300 companies. Dr. 
son, LE’s medical director, says that 
health examinations should be volun 
tary and that the reports should be 
confidential. Companies willingly pay 
$30 to $125 a per year, and 
hope that their executives will take 


the do tor’s ady ce. 


Dr. Johnson's 


sales Managers 


perience is that 
orrectly assume that 
their physical condition is better than 
that of the general run of men then 
age. In the population of middle-age 
men h oh blood pressure and heart 
disease are the most frequent dis 


orders encountered But | sten to 


It's a sales executive's business to play the elegant host. 


what the doctor says about all of us: 

“A health examination which un 
covers cancer, diabetes, or another ot 
the more serious diseases early enough 
to control them can be dramatic. My 
impression after reviewing many of 
the two million medical checkups 
made during the past 40 vears is that 
our major contribution has been in 
convincing thousands of examinees to 
correct relatively minor but poten 
tially dangerous conditions which may 
become serious and to modify their 
habits of living. The advice we give 
most frequently is: Cut down on the 
calories since overweight can well be 
considered today’s plague. 

Sales executives are especially ex 
posed to this plague since they literal 
ly eat for a living, especially on the 
road. Evervbody eats more when the 
company picks up the dinner check. 

It is a sales executive's business to 
play the part of the elegant host. His 
guests—or his victims—can rest be 
tween onslaughts. The sales execu 
tive sin ply goes on to anothe1 on 
vention, trade show, luncheon, or din 
ner where he must ply another set of 
prospects with more food and liquor 
than is good for them. All of us 
would be in worse shape, literally 
speaking, if it were not the fashion 
to head for the nearest ‘‘steak house.” 

What can a sales executive do? 
First, he can rid himself of the myth 
that he has eat 
guests. So many people watch thei: 


much as his 


waistlines these days, that it’s undet 
standable if you pass up a drink or a 
dessert. You may think at first that 
you're going to sufter starvation 
pangs. gut there is good news 
‘Trv eating a little less than 
feel like eating,” Dr. Johnson 
“Soon vour appetite will ad 


Vises. 
to the new level of intake and ve 
won't want as much food.” 

Don’t attempt to skip meals when 
vou are alone in order to n ake up Tor 


Nutritionists have learned 


t bang ict 


that three regular light meals are bet 
you and are still very adequate 
cally. And don’t bolt your food 
because there’s no one there \ 
eal sent ip fo your hotel roon 


can eat atter a relan neg 


shower is a welcome change. 

Psi hologists report that we h ib t 
ially eat more than our bodies need 
nourishment because we are bored 

or afraid. There Ss more 
than poetry to the wv about 
the ondemned man who i 
breakfast. In order to pass 
solace of an extra piece 
mode i man has to keep 
an even keel. This means a 
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attack on the tensions of travel. 
A few hints for the road: 
Sleeping: When you re 


you're benefited by a meal under yout 


tired 


belt. Fat gue is one of the reasons you 
pick up weight on trips. Early morn 
ing planes, late parties, strange beds 
and the street noises outside hotel 
robbers ot rest 


Most 


men rn to endure them, just as 


familiar 


rooms, are 
iway from home. traveling 
newspaper reporters become deat to 
the typewriters in the city room, but 
we Nave physiological evidence that 


noise actually fatigues the human 


body. 


How may 
noises be lessened ? 
| i plugs available at any dt 


store are small and handy insurance 


efttects 


harmful 


noise. And in 
iblicity 


Dr. Johnson believes that well-con 


igainst spite of the 


ire | about sleeping pills 
trolled sedation undertaken on the ad 
a doctor is much less of 
your health than a succes 
sion of “white nights.” 


Clothing: Irregular ho 
that your must les are < ght 


+ 


ror hou soon end. If you Ca 

a place where you can take off vou 
lothes or yout shoes, the least vou 
in do is to see that they aren't add 


\ +e an’'s 


neck size creeps up and he d SCOVETS 


1H ind ily to the pressure 


suddenly for example, that size 15! 

s fine for winter, but that it means 
strangulat on in summer. ‘The pine h 
n vour shorts, the corn on your toe 
idd to the discomforts of overwe ght. 
Cast behind you the false pride about 
traveling light: | xperienced campers 


og 
ashamed to carry everything 
they need to make them 


Changes of clothing are a godsend on 
the road. 


arent 


con fortable. 


Drinking: You probably know 
your own capacity by now. Some hold 
s the result of lack of 


believe it or not of gu It 


that hangover 
sleep and 
rather than a-direct function of alco 
holic intake. Practically speaking, it 
doesn’t matter. Drink if you must and 
but ask vourself the next 
Did the last two hours o1 
the last two drinks contribute to con 


if vou can 


morning: 


pany profits? 

Peace of Mind: It you travel fre 
quently, plan for it so that you don’t 
get fouled up in the details. Many 
sales executives keep an extra set of 
and clothing in 
Travel 


agencies will route you by telephone 


toilet arti les drugs, 


read ness for the qui k ti i 


sO that you don't have to stand n 
line at railroad stations. Ai travel, 
hotel and automobile ‘ntal credit 
ve you the trouble of check 
Hotel chains will take most 


cashing, 
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ot the headac he ot getting 


vy a room tot 
you off your 


hands if you let the 
house in your city wire ahead for you. 
Make friends with one hotel in each 
town you visit frequently and make 
your special requirements known to 
them. Hotel people build business by 
remembering that you like a hard 


mattress or a shower. 


Relaxation: One of the hazards of 
travel is the tension produced by the 
unfamiliar. You probably find that 
vou go back to the same cities again 
and again. It will pay you to d 
a ] ttle b t. One ot the things you can 


do is to et vour triends there to 


propose you for club membership. 
\ good club is an inadequate sub 


usually pro 


tute tor home, but it 
j 


vides a somewhat warmer atmosphere 
than a hotel, and there is alwavs the 
comtort of knowing that you ire 
among people who will take an inter 
est in you if you are ill. If you are a 
regular exerciser, locate a gvyinnasium 
where you can swim, work out, 01 
find a partner for a game of squash 

Keeping your waistline down and 
vour blood pressure normal will add 
When you're 
tempted to overdo, think how lonely 
vour wife will be when she’s a widow. 
Think what will happen. to 
when you’re not there to watch them. 
And if neither of these prospects re 


vears to your life. 


sales 


strains you, think of the men who 
travel for you. 

In the Armed Forces, general ofh 
cers must pass periodic physical exan 
inations in order to retain active sta 
tus. The theory behind the rule is 
not that they must be in condition to 
lead a scouting party, but that they 
must set an example of good health 
for the men under them. As. sales 
a general com 
manding a force of soldiers who must 
face the hazards of travel too. Your 
men will fall into the 
adopt. It’s up to you to 
whether you want them copied. 


executives, you are 


habits you 
decide 


Noise actually fatigues the human 


HULU AN 
\ 


Peatc 


Hangover is the result of lack of sleep. 


A 15'/2 is fine for winter, but strangulation 
in summer. 


body. 


Jan Dunlap Spells Out 


12 Rules for Staging Profitable 
Store Demonstrations 


1. Choose high-caliber women 
demonstrators: 


It 


ed on persor ilit 
Warn th of hat 
mental eq 
} 


1) ttlene 


rement;: 

hould he 
who 

| if the pour 

hould have enough 


iH ndedne 


demonstrato 
Manutacture t ( 
hand 


and has ntellivence 


ind discuss that ! 


iluare drut 


rs merchandising problems w 
etail ind it 


tand ina vy 


fore Mahave 


sence 


ippre 
cesstul 
mn othe 
when 

son basis, as 


In ou 


expel 


wl 
ut inflexible in 
We hire 


demonstrating 


only Women 


yori 


30 


as 


\\ 

In ting appe 
Cleanliness o1 
Dependability 

Personal Charact 

Staff members mu ( 


» maintain the status 


to 2. Set up a budget that includes a 


reasonable sum in addition to salaries 


it of demonstrators: 
thre With the type 


! bed returns 


Won 
sales 
ild hye I 

t training 

someth ny 


iV ot the ‘| 


that the 


\ demonstratio 


svsten 


res plann ny; 


eld supervision. A fund 


this training 


egional representat 
expe ted to supply. 


unt to be illo ited le 
, 


abo e U 


VO 


whicl 


BY ELSA GIDLOW 


I rancis 

unionized 

iniforms, lai 

and transportation. Phat isn 
the number « 

then the 


s ipe rvision, 


and cost 


wUnInY and 
e (about S40 a week tor 

Hive two-d 
week SSU) 


demonstrat 


ay demonstrat 


Onis 
for six to LO two-day 
per 


These figures are based on o 


ind 


week a 


Ons 


3. Recognize that planning and 
organization are essential: 


Pho 


wholl 


! 
isands of dol irs are | 
wasted in isolated 


eftorts week end 
juMy another 
CvVe t the r 
no tollow 


Wea h new 


We hav 


spo 


¢ 


Wi 


no tTewe! 


isolated 
in people talking 


ct and sales frequenth 


response, 


demonstt 


here 


ow ite) 


tions 


} 


That’s “ follow thro 


omes in 
4. Work out an efficient control 
system: 
You a 


issigniments 


Many 


uitable 
reports, analyse . 
anutacturers = | 
vpe. The 
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Esa 


YY 
AANA 


asian 


AWN 


= 
wacanns aun 


\ 


AWN 


tt 
\ 


el 


¥ 


JAN'S RULE NO. 7: + oO lemonstr. ranval neats ster’s liquid coftes 


( vit 1 ol ) I rowed tas hows hal Wi th ough its rlass onraines 


h has bright yellow ip and label, Cost 


ich coftee brown with bright vellow organd 
n and colla What nore approp ite 
ck \\ (Von Bacon than 


yneapy 
1 PI 
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clear record of events, of sales res ilts 
of how their products are received, 
etc. 

We use 


Store assignment torm tor each dem 


several simple forms: a 


onstrator; a demonstration analysis 
and sales report to be filled in by the 
demonstrator; a report card which 
goes to the store manager, 

‘The assignment form is filled out 
with the date, demonstrators name, 
name of account and product ; demon 
stration dates, hours plac e (store, ad 
dress, directions for getting there) 
and demonstrator’s reta l contact: the 
costume to be worn and ren arks ar 
special instructions 

The demonstration analysis and 
sales report planned to uncover in 
formation which will (1) enable the 
demonstrator to think constructively 
ibout her task 


notes information required; (2) pro 


and reatively as she 
vide clues for improvement in. con 
tinuing demonstrations or fot subse 
quent ones and (3) furnish the faets 
and figures for manufacturers’ “( 
ords 

In addition to demonstration dates, 
produc t deta Is 
dress, it lists: location in store (dem 


store name and ad 
onstration site): size ot d splay (by 
ses); trafic evaluation of the loca 
tion (whether A, B, or C); 


n imber of units to the Case 


weather : 
custom 
ers’ reasons tor not buy ny The dem 
onstrator is asked: “What was vou 


most eftective§ sales 
> 


point n this 
store 

Answers to this question disc lose 
nformation about the store, its cus 
tomers, and whether the demonstra 
tor is adapting her technique to cus 


tomers in the most effective way. 


There is a space on the form for 
inventory aft the beginning and com- 
pletion of the demonstration, data on 
samples used, and total sales; a sec 
tion tor expenses (demonstrator’s sal 
lary transportation, laundry allow 
ince) ; demonstrator’s name, address ; 
the selling price ot the article; the 
store manager's name; the number of 
customers contacted by the demon 
Strator. 

Demonstrators complete this form 
for each demonstration of a product. 

We stress adequate reports and 
record-keeping on demonstrations be 
he facts turned up provide 
background and guidance for follow 
through. Why people do not buy is 


important to a firm’s merchandising 


cause ft 


manager, to its advertising and pro 
Reactions vary 
Knowledge ot 


variations helps in planning radio ad 


duction departments 
in difterent sections. 
vertising, for example, in. different 
parts of a state such as California 
where north and south have difterent 
tastes. 


32 


About Jan Dunlap 


Observing that manufacturers 
wasted thousands of dollars on hit- 
and-miss demonstrating Jan Dunlap, 
an aggressive young woman with 
merchandising sense, promptly organ- 
ized a service to give manufacturers 
creative, colorful, retail demonstra- 
tion where and when they wanted it— 
in a “package.” The field of her 
operation is limited mainly to food 


markets, chains and supers. 


Confined in its first year to North- 
ern California Miss Dunlap's one- 
year-old service expanded, in June 
with a Los Angeles branch. There are 
45 women demonstrators, including 
supervisors and a sales and training 
executive, in the rapidly growing San 


Francisco service. 


Jan Dunlap intended to specialize 
as a food copy writer. To further her 
ambition she accepted a job as dem- 
onstrator, found the field so badly 
organized that she determined to 
improve it. Limited capital and manu- 
facturer skepticism did not deter her 
Jan's quiet drive and intuitive sales 
sense laid the foundation for her 


present business 


A marketing major at the University 
of California, she later took her 
Master's degree in merchandising at 
New York University. After some ad 
vertising work in New York City and 
San Francisco, she became editor of 


"Sunset Grocery News.” 


Young, single, with no home-making 
background, Jan Dunlap went into 
food demonstrating ‘to get the house 
wife's point of view.” In a short time 
she became a manufacturer's field 


representative. 


There is, she believes, a need for 
the development of meat merchan- 
dising, and she is eager to get a staff 
behind it. The expansion of super 
markets into a host of profitable non- 
food products opens up new demon- 
stration fields. 


In ou organization reports of 
demonstrations have helped us to com 
pile one of the most comprehensive 
records on retail tood stores on the 
West Coast. Basic information such 
as store names, locations, ownership, 
personnel, and size are included. In 
addition there are data on size of 
trath type of customers, store man 
agers, preferences in’ merchandising 


(what davs and hours of demonstra 


tion they favor) etc. We have not 
been confronted with the problem of 
“chiseling’”’ stores, but we have nota- 
tions on them, too. We have refer- 
ences on chain store policies with re- 
spect to merchandising various prod- 
ucts. 

6. Fit demonstrations into the 
over-all sales pattern: 

That is why specifi 
demonstrators for each program is 
mportant. A cannot 
demonstrate in a vacuum. For the 
period of the demonstration she is on 
the manufacturer’s sales staff. In some 
respects she has a broader function 


training of 


demonstrator 


than his salesmen—she represents the 
manufacturer to both the store man- 
ager and to the consumer. 

Our own training program consists 
of four phases, two of which deal 
directly with the product to be dem 
onstrated, and two of which are gen 
eral training to be applied to all our 
work. Before store assignment the 
demonstrator is given samples of the 
product to try at home, plus verbal 
briefing on its sales points, point-of- 
purchase setup, competitive develop- 
ments and merchandising aims. At the 
same time she is given a written recap 
of both sales points and instructions 
followed by weekly briefings. 

Once out in the market, she is vis 
ted by a sales representative. This 
representative visits each store in her 
assigned territory several times during 
a week-end program, provides guid- 
nstruction, and any aid which 
required. It is part of our 


ance, 
may be 
training program to promote each 
demonstrator to the position of repre 
sentative so that she may profit by 
seeing others work, and so that others 
mav learn from her experience. 

We have full-time local managers 
(one for San Francisco, one for Los 
Angeles) who make the rounds of 
demonstrations. In addition, we have 
a training supervisor, who dons what 
ever costume the demonstration and 
merchandising program calls for and 
works with each demonstrator for 30 
to +5 minutes. 


7. Dress up your demonstator: 

A colorful and appealing costume 
or uniform, preferably tying in with 
the product demonstrated, is an in- 
valuable aid to effective merchandis 
ing. Traditionally, the food demon 
strator wears a white uniform. We 
do not recommend this practice, and 
we refuse to handle any program 
which does not provide for a colorful 
and suitable costume. 

The original idea behind the white 
uniform apparently 
cleanliness and sanitation. We now 
take these qualities for granted, and 


was to suggest 
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In the course of our work for clients we have learned a good deal about 
the other side of the selling penny. 


The side most folks think of first is the SELLER’S side .. . with all its familiar 
problems of pricing, advertising, distributing, selling, servicing. 


But the BUYER’S side of the penny is important, too. Here you see the 
buyer’s problem of finding product information, studying, comparing, and 
finally selecting and talking to the two or three salesmen whose 
companies appear to have the product wanted, or to come closest to it. 


These are the two sides of every penny spent to produce orders. 


The point that intrigues us is that some manufacturers, who do a grand 

job on the selling side, ignore the few simple steps that speed sales by helping 
buyers buy. Steps like this: 

One client, by seeing to it that all important prospects in one market have 
adequate information about his process handy at all times, can now 

offer three courses of action in every advertisement, instead of one; now 

has a new sales approach for his salesmen; now automatically helps old 
customers get more out of the equipment he has sold them! 


There is a good chance that you, too, can put both sides of every selling 
penny to work, with telling results. 


If you’re interested, we'll be glad to tell you more about how other 
manufacturers do it. 


The Schuyler Hopper Company 


12 East 41st Street, New York 17, New York LExington 2-3135 


“Ditch-Digging Advertising’ that Sells by Helping People Buy 


REG.U.S. PAT. OFF 


1983 


demonstrator $s cos 


m to do something toi 


the pro 


program. For example: Not long 
ago we den onstrated Foster ‘ | qu d 
Coftee. The dark brown liquid shows 
thro toh the olass containet! whi h has 
t bright yellow cap and label. Ou 


demonstrators did the th 


p oduct d essed 1 rich 
wash dresses bright 
ndy apron and yellow 
stone Was able my! 


the prod l 


Assot iate 
stration SCO photo 
Wi have learned 
forget what was demonst: 
wh te-ul med den onst 
exposed t 


olort il cost 


oduct, will remembe 
product. We have 


te-un 


SELL HER YOUR PRODUCTS 
BEFORE SHE REACHES THE RETAILER 


Use the medium the consumer turns to daily for buying idea 

the newspaper. In Fort Worth and the 100 county West Texas Trading 
area the leading newspaper is the Fort Worth Star-Telegram, because 
in Fort Worth, 9 out of every 10 families read the Daily and Sunday 
editior In the 100 county West Texas Trading area, average family 


coveraye 1 3.9 Daily and 39.4 Sunday * 


' 


THE CONSUMERS WITH THE ABILITY TO BUY! 


8. Provide incentive: 
POPULATION ne oad oom 


Fort Worth (Metropolitan Area) 408,100 bonus, whatever 
Trading Area 1,928,700 need not be large 


effort. We provi le bonu 
EFFECTIVE BUYING INCOME fos perior pe 
0 sup oO} ) 
Fort Worth (Metropolitan Area) $ 715,807,000 worked sa well ti 


Trading Area $2,848,613,000 some instances match 6 


\ r origi ate the ow! 
SALES PER FAMILY 1 riginate \ 


Metropolitan Fort Worth ranks Ist in Texas ae 
2nd nationally among metropolitan areas over _ 2 Sustain demonstrators’ interest 
400,000 population. and enthusiasm: 
1953 Sales Management Survey of Buying Power We believe that best re 
THE FORT WORTH STAR-TELEGRAM REACHES MORE CONSUMERS demonstration prog 
IN TEXAS THAN ANY OTHER NEWSPAPER if the same staff carr 


; i Tro. start ft completion. 
Total Net Paid Star-Telegram Circulation on \ o completio 


242,542 223,444 assign a basic staff to a job, plus one 
a a or two alternates, either to fill no 
(Morning & Evening) (Sunday) to use.in case of illness or emergency. 


Publisher's Statement to Audit Bureau of Circulation March 31, 1953 } 


To eacn rl we issue a weekly news 


WRITE A rt J b illetin similar to the sales bullet ls 
mon Carter, Jr., 


Mprenetieml FORT WORTH STAR-TELEGRAM [eeeGmmtiee mone 


. ot] ‘rves < eC: y 
ter, for complete market AMON G. CARTER, Publisher The bulletin serve a a learing 
and circulation analysis AMON G. CARTER, JR, President and National Advertising Director house to! sales and training informa 


LARGEST CIRCULATION IN TEXAS tion. Its subject matter is the product 


without the use of schemes, premiums or contests Just a Good Newspaper demonstrated. It o1Vves the previous 
sales results by demonstrators on spe 


cific accounts, product news, and ad 
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10. Assign a suitable personality to 
the product to be demonstrated: 
For example, the d eR 


Ons no 


11. Take steps to retain the good 


will of the retailer: 


ko CNA ple \ 


} 
} 


LOW’ 


From a keynote address delivered by J. Fred 
Volimer, president, National Restaurant 
Association, at the 34th Annual National 
Restaurant Convention and Exposition, Navy 
Pier, Chicago, May, 1953 


GROWING ndus ‘ >» industrial 
restaurant. It has become an important part 
of the commercial feeding market..In this out 
Sales are placed ¢ 
annually according to a Ne al Restaurant 


Association e 


let food : 3 million dollars 


The major ncreased circula 
tior | be in the industrial restaurant 
narket and | also w ide the industrial 


caterer 


The balan 


larger fast food 
reference te 


50,000 


GUARANTEED 


WITH THE 


JANUARY ° 1954 


ISSUE 


Advertisers Will 

Receive This 

Additional Circulation 
As a Bonus Thru 

The March 1954 Issue 
On Contracts Received 
By the End of This Year. 


ry 1954 rate 


WOR ‘a Yon 
Even with the rate increase this mea 
per thousand circulation in ar 
ngly lucrative market. For example 
time one page rate will be reduce 
$11.25 to $10.10 per thousand 


or 10% less per thousand 


RESERVE SPACE NOW 


1¢ 


January, February and March 19 


CA 
+ 


and receive 30,000 additiona 


sent rates 


FOUNTAIN & 
FAST FOOD 


386 FOURTH AVE. /) 
NEW YORK 16, N.Y. /-#\ 


SELL MORE IN THE 


SOUTH’S 
No. 1 State! 


AFFILIATE 


MARKET 
$15,563,000" 


*Sales Management, 
1953 Survey of Buying Power 


Recent official Hooper Ratings 
show WSJS, the Journal-Sentinel 
Station, FIRST in the morning— 
FIRST in the afternoon— FIRST in 
the evening! For the finest in 

AM-FM coverage, it’s WSJS 


in Winston-Salem. 


Represented by: HEADLEY-REED CO. 


Reports to the retaile 
help him to evaluate his business po 


advantages 


tential. A chain store o1 yanizatior 
at the end of a year, can compile 
from these cards trafic counts fo 
various locations in which demonstra 


tions have been held. 

In addition to the “Thank-You 
report, we plan a mailing to retailers 
n advance of the demonstration. This 
s particularly advisable in the case of 
large chain organizations, whose man 
agers at individual stores often may 
be informed from one to two months 
n advance of a forthcoming demon 
stration program, and may forget it 
in the interval. Our card will say 
‘See you soon, and we're looking for 
ward to the X demonstration sched 
tiled for (dates time. ms 


12. Know what the demonstration 
as a whole has accomplished and keep 
a permanent record: 


The over-all picture can be drawn 
from reports of demonstration activi 
ties in individual stores. In our or 
ganization, for each product demon 
strated, we render a summary and 
analysis of the entire program, in 
luding total sales results, customer 
reaction, grocer reaction, and mer 
handising recommendations brought 
to light by the demonstrations. 

A manufacturer may base future 
promotional plans on this summary 
and analysis, maintained in the sales 
ofhce records. It provides him with a 
permanent record of merchandising 
progress and accomplishment. 


Sales Manager's Bird Cage 


EXPLOSIVE ENRICO . . . The Fighting Cock 


Flies into a rage when someone challenges his 
word, his company or his product. It took only 
one indignant outburst per customer to ruin a 
potentially good territory. 


© 1953 William G. Damroth & Co 
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5* Dimension’ 
BOOSTS SALES RESULTS FROM ADVERTISING BUDGETS IN 


DELAWARE VALLEY, U.S.A. 
THE GREATER PHILADELPHIA MARKET 


| 2 RETAIL SALES 


Philadelphia area, over i Philadelphia area, over 
4,500,000 persons “rn : 4 billion dollars yearly 


3? MANUFACTURING marie y STABILITY 


Delaware Valley is Diversified industry 
World's Greatest In- Py Pub eis means steady employ- 


5 ae dustrial Area ment, fewer fluctuations 
: in labor force... always 
bay a sure market 


THE GROWTH 
FACTOR 


Capacity and potential for 
dynamic expansion 


Talk about the first four dimensions 
and Delaware Valley's market potential 
speaks for itself. Today, industry 
chooses the Valley for $3 billion worth 
of expansion. 1% million families 
spend newly-boosted incomes. Add 
the vital 5th Dimension’ —the growth 
factor—for a future market where ad- 
vertising buys more sales for less. As 
Delaware Valley’s prime force, THI 
PHILADELPHIA INQUIRER makes the 
most of advertising budgets for more 
sales-seeking advertisers month 
after month. 


The Philadelphia Muguirer 


2» Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260. West Coast Representatives FITZPATRICK 
& CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, los Angeles, Michigan 0259 
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~The Miter You Miseed 
My i 


May Cogt You The Sale 


The fact that your salesman has called upon, and “sold,” 
Mr. Smith, Mr. Green and Mr. Brown is no guarantee that 


he'll get the order . . . for he may have missed Mr. Jones. 


The point is that your salesman can’t always reach all the 
men who may have an influence in the purchase of your 
product. 

Today, selling is tough... plants are bigger .. . buying influ 
ences are more numerous and harder to contact. But it’s also 
true that as industry grows and competition becomes more 
intense, business men realize that they must find ways to speed 
production and cut costs. And in their search for ideas, prod- 
ucts and services to fill their needs, these executives are influ- 
enced by what they read in the editorial and advertising pages 
of their business publications. 

Business Publication Advertising has become as essential to 
selling as modern machines are to production. Because it 
multiplies individual effort we call it ““Mechanized Selling.” 
It isa high speed, low cost method of locating, contacting and 
conditioning prospects. It enables your salesman to concen 


trate his skill on the important job of getting the order. 


Kor more information about how Business Publication 
Advertising can build sales and cut selling costs, ask your 
MeGraw-Hill man for a copy of our 20-page booklet, ‘‘Mech 


anizing Your Sales with Business Paper Advertising.” 


oy 
X 4 FOR BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, INC. 


HEADQUARTE BUSINES S$ FORMATION 


SEPTEMBER 15, 


NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produced a 

ymm. sound-slide film en 
titled ‘Plateau of Progress.”’ 
his film presents the applica 
tion of mechanization to sell 
ing shows the job that ad 
vertising can do in the kind of 


economy we're living in today 


The film fits ideally into 
conferences, sale meetings 
sale training course adver 
tising presentations and other 
gatherings where business pro 
motion is the theme 

This new film, and out 
earlier film ‘*Mechanization 
Blueprint for Profit ure 
‘ ithable il lh MeCiraw- Hill 
district office kor further in 
formation, ask your MeGraw 
Hill man or write Company 


Promotion Department 


Wanted: More Creative Selling 
For Products Sold to Industry 


lll. Finding the Men Who Can Influence the Sale* 


More than one man usually influences the purchase of most 


industrial products. Sometimes a dozen or more "have a 


say." If selling is to be effective, you must find a way to 
identify all of them and define each man's interest. 


BY ALAN E. TURNER »* Lote President, Amercoat Corp. 
In collaboration with A. R. Hahn, Managing Editor 


Now that we have examined our 
product or service to find out what 
we have to sell**, let’s look more 
closely at this “gap” that always 
exists between salesman and buyer. 
The well constructed sales presenta 
tion—however many steps it may en 
tail is the means for closing that 
gap ... the means for getting sales 
man and buyer together on a trans 
action that is mutually satisfactory 
and profitable. 

There is an old legal phrase which 
says, as applied to contracts, “there 
It ap 
Unless and 
until there is a meeting of minds, the 


must be a meeting of minds.” 
plies equally to a sale. 


sale cannot be completed. 

Initially, as between prospect and 
there is no meeting of 
It exists 
because of self-interest on the part ot 
both people. 


salesman, 
minds. ‘There is a “gap.” 


The salesman, funda 
mentally, wants to get an order and 
develop his present customers into 
bigger volume users of his product 
or his service. The buyer wants to 
be assured of a predetermined result 
one that will adequately fulfill his 
wants and needs as he sees them, be 
fore he is willing to consider put 
chasing 


*This is the third of a group of five 
irticles Th first, with the sub-title 
Better Selling Begins with Top Manage 
ment,” appeared in SALES MANAGEMENT 
for August t; the second, with the sub 
title “llow to Classify and Evaluate What 
You Have to 


tember 1 issue 


Sell,” appeared in the Sep 


**See the second in this group of articles, 
referred to in the above footnote 


40 


The unsophisticated salesman quite 
often chooses to ignore this funda- 
mental difference, and puts his effort 
behind obvious order-seeking, with 
the result that the two points of view 

that of the salesman, that of the 
buyer run parallel like a pair of 
railroad tracks and 
gether. “The wise and 
salesman realizes that he must bridge 
this gap and subordinate his selfish 
desires until he can prove it is to the 
buver’s interest to give him an order. 

To successfully bridge this gap be 
tween the salesman’s interest and the 
buyer’s interest, we must: 


never get to 
successful 


1. Have a clear idea of what we 
want to establish in the prospect’s 
mind and what we want him to do. 


2. Determine the extent of the gap 
how far we are apart initially. 


in such 
a way as to bridge the gap completely 


? ) 
o Present our. sales story 


and produce favorable action. 


The wider and deeper the gap be 
tween buyer and salesman at the out 
set, the harder will be the task of the 
sales engineer. It is important, there 
tore, to know the factors which cause 
the gap, and how to measure the ex 
tent to which they are present in eac h 
particular 
words, to 


Situation . . ., in other 
pre-determine wherever 
nossible hou hig a task we face. 
There are general and specific fac 
tors which determine the dimensions 
of the task. The general factors are 
primarily basic characteristics of all 
human beings and are found in all 
individuals. Motives today are no 
different from what they were a hun- 


dred years ago, but the outward ex- 
pression of these motives changes in 
keeping with the times. 

A genuine interest in and liking 
for people by the salesman which en- 
courages him to study people and 
their behavior will, of course, gradu- 
ally deepen his understanding of 
human nature. People will continue 
to act like people, which means they 
will continue to have strong emo- 
tional reactions which influence their 
behavior as prospects. But emotional 
reactions, generally, are much more 
important in the business of selling 
impulse merchandise than in selling 
industrial goods and services. Never- 
theless, they are a factor even here, 
and that’s why the wise sales mana- 
ger will encourage his sales engineers 
to do some reading about psychology 
in the area of how to get along with 
fellow human beings. 

More important in the sale of in 
dustrial goods and services are five 
other specific factors which influence 
each individual selling problem. 


1. "Group" Influence on Buying 
Decisions: ‘The typical decision to buy 
industrial equipment or 
services is not a one-man decision. It 
isn’t at all uncommon for industrial 
salesmen to find it necessary to call 
on eight to 12 or more men in the 
same plant in order to build a sale. 

There are usually three groups 
present in plant operation and main- 
tenance activities. They are: 

a. The men who make the major 
buying decisions. The level of author- 
ity will varv with the type of busi- 


ness. 


materials, 


b. The subordinates or interme- 
diary men who must also be “sold.” 

c. Others in the prospect's organ- 
ization who must approve, or whose 
sympathy and cooperation must be 
gained if the product is to succeed in 
its application, or who may in other 
wavs influence the sale. 

In addition to the in plant group 
that may be involved in any purchase, 
there may be—if the product figures 
in new construction, tor instance——a 
consulting engineer, a project engi- 
neer, a general contractor, a sub con- 
tractor, an architect, perhaps. still 
others. 
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men 


control 


Key Men 


General 
Manager 


Manufacturing 
Director 


Plant Manager 
or 
Superintendent 


Maintenance 
or Corrosion 
Engineer 


Purchasing 
Agent 


Research 
Department 


Plant Engineer 


Paint Foreman 


Key to ‘Con 
A The 


have the aut 


Contributor 
Factor Rating 


tributor Factor 


men who m 


he 


who may 


ity 
B The advisory 


te 


exert 


man's job influence 


“aN 


buying 


Prospect Analysis Chart — 
Industrial Plants in Operation 


This chart shows how Amercoat Corp. isolated the group of 


influence on the 


control plan they sell. Correlated paragraphs summarize each 


his knowledge and interest in corrosion 


Job Influence 


Primarily interested in 
results. Likely to leave 


details to others. 


interested in 
Likely to be 


important factor in 


Primarily 
results. 


obtaining action. 


Degree of importance 
depends on size of com- 
pany and 


practice. 


operating 


Important factor in 


companies where 
charged with responsi- 
bility for 


costs 


maintenance 


than 


many 


rather 
but in 
companies must be seen 
first 


Negative 


positive, 


Negative as regards 


operating costs. Posi- 
tive as applied to prod 


ucts and testing. 


Degree of 


importance 


depends on size of 
company and operating 
practice. 

‘line 


Usually follows 


of least resistance.” 
Interest and pride need 
to be stimulated, espe 
cially if new method in 


volves extra effort 


Rating 


ist make the fina 


authorize the expenditur 


ntermediate or s 


corrosion 


company 


his knowledge and interest in control methods, and 


Knowledge and 
Interest in Corrosion 
Control 


Limited knowledge. May 
have active interest in 


obtaining better results. 


Knowledge likely to de- 
pend on size and nature 
of the company. Should 
have active interest if 


aware of own hazards. 


sells to 


the industrial 


text of accompanying article 


Knowledge and 
Interest in 
Control Methods 


Little 


terest 


knowledge. In- 
likely to be in 


anticipated results only. 


Knowledge _ probably 
limited. should 
active interest in 
methods. 


have 
best 


If operating in place of ‘Manufacturing Director,” 


likely to have above degree of knowledge and in- 


terest in both subjects. Otherwise, may be figure 


head. His good will, however, is important 


Likely to have both in- 
and 
particularly if operating 


terest knowledge 


as''Corrosion Engineer” 


Limited, if any 


Knowledge and interest 
may be purely “scienti 
fic," than 


dollars and cents view 


rather from 


point. 


If operating in place o 
rosion Engineer,” 


interest in 


edge and 


," 


Should have active in 
terest and some knowl 
May be 
regarding 


edge. 
diced 


methods of control. 


preju- 


some 


Limited, if any 


Knowledge and interest 
likely to be 
and possibly prejudiced. 


“scientific” 


‘Cor 


Maintenance’ or 


likely to have most of his knowi 


both 


Otherwise 


subjects, 


important only from standpoint of good will 


Neither knowledge, nor 
interest except in rare 


cases 


be sold 
Cc Other 


otherw 


these men have 


tion or a negat 


se 
mer 


ve 


> authority but « 


Except in rare cases, 


no knowledge beyond 


methods now using and 


no active interest ex 


cept in easier ways to 


do the job 


the A men are kely to 


who may 
an blo 


attitude 


market, 


withhold 
nfluence the buying 
k the sale by d 


his buying habits. The same technique can be used by any 
that 


course, with its own key men 


working, of 


For complete explanation, see 


Buying Habits 


May make final deci- 
sion. Likely to leave de- 


tails to others. 


May have authority to 
place or initiate order. 
Important factor in any 


case. 


Unlikely to have author- 
ity to buy. Recommen- 
dation or requisition 


may be important 


Unlikely to have author- 
ity to place or initiate 
but 


dation important. 


order, recommen 


Close 
largely 


but 
influenced by 


buyers, 


other department heads 
and by 


ment 


top manage 


Usually have mo author 
ity to place or initiate 
Tests 


be important. 


orders. likely to 


May have authority to 
“requisition; otherwise 
recommendation may 


carry some weight 


Usually have no author 
ity to place or initiate 
Good will and 
willingness to handle 


properly is 


orders 


products 


important, 


appre 
decision. As a rule 


»val 


ec? oppos'i 


SEPTEMBER 


1S, 


2. Job Influence: This is an is ompany?  Favorably ? 


int rniriuie ( ! nell v. l@ gal } 


Looking for ae aie 
information eit 
on markets fekecditetrcd: tal bette, © jen 


If, on 


’ 


omn 


one ot 


tion, 


stand, 
toward 

\Iany 

nertia. They 


ideas, to 


Oo new 2 
ent methods, but 
Ca t} to move 
heapest in her 7 » degree to which 
mav be a s F [ 1 | ‘rmines the 
there art 7 
ospects who 
4. Buyer's Knowledge: ‘he sales- 
man must discover is Ss as possi- 
s knowl 
asket Material: 
Fnoimeerins » | pat 
, aimennunni : 1 
Equipment rn WW ou ) : go > wh » th ‘ man seeks to 
Pp! a . | n thinks 
not neces I roblen is ‘ ler “go ny.” If 
the organ onsiders 
owe one, 
, | 
nn al KNOW 
ation of the 
i¢ salesn an 1s 


Studies which we have made on the self-stvled “ex 


cially interesting to sales managers 


markets tor the $¢ products are espe 3. Buyers’ Attitude: \\ hether : , ’ o F tn handle. 


eal tA t Ww host bu t i > . ; ) luct o1 
Some show where these products are 1) 
\ ae y I ) ng: oes 
used. Some show the percentage oft . : . ' 
2 . lie , AVE KNOW IE 
plants where increased use is expected ' ‘ ee ‘ 
bor instance, in the die castings study, 


{ of tirms interviewed were rep ir | { 
resented as “could be users of die t } , : i Ww 1 5. Buying Habits: In 
castings. In POWDER METALS, ' } 


panies, key men have ithority 
of users anticipated greater use 


te buv. +} ’ orders. In 


{ I I ! ! s they 1 sition their 
use them in the near future. In : 


] Is . ) I I t rel ie } Ss ov 

PLASTICS, 209% non-users indicated : ' _ : ie Nasing 
ais | i SI and a) 1) Te} ces the 

they plan to use plastics in near ur I ! ‘ the 


1¥Y*, of non-users expected to 


alee ; ‘ Re ie ad as 
future. +19¢ of present users expected ag ou ! he ‘ o : : ng 


tip. 

to use greater quantities ? ‘ proc ! n wh the argely n rics F itv. In 

Ask to see any one of these studies, nan ) ng. Let's take has 

or tell your particular problem it blem as an example. and 
you sell to the original equipment 


1 Serious 

extent t led’ stuml block. The extent 
in our files that will answer your | | ’ 

( " ‘ ! \ te the a “ : mat iving a itho ity will 
market questions } . ] } ° 
: m if, the « p 1 nk arge degree o Ss 
Write Machine Design, Penton } h pl I : gorge: 
, uit throanoh ¢ t ' ‘ > mau 4 > 2 
Building, Cleveland 14, Ohio : . Arougn plan ahh ha chedads as make the 


\ 
dow 2 Tht loss of production e If ‘ ie | : ; the details to 


market. There may be other studies 


i salesman who sells a corrosion ners. iy not be able to buy 
EEA ( , 1 get down to spe mmendation may carry 
ses. immediately Otherwise gre ‘ight. Or, he may have } 
between salesman and pros fluence either to buy 
than might have 


; ime and the salesman vou sell ndustrial produc ts, 
: J a 1ob ot edu ation. leretore, it 1s likely that you are con 


¢ 


must understand the fronted with a group selling prob 

ude toward the company lem. At Amercoat we developed a 

salesman himself. Does the simple graphic device which proved 
! 


know the salesman and_ the mmeasurably helpful to us in con 
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PERRYGRAF | 
Slide (Y bail 


help sell Hyman Seat Covers 
“One pull of a slide gives 


complete 
information 


for ordering...” 


SAYS: 

Henry Sternberg, 
Vice President and Sales 
Manager of the 
S. E. Hyman Company 


eeeeeeveeeeeeveeeeeeeee® 


ron 


new eo 


Left: Mr. Erle White, President of 
White's Auto Stores where the 
seat cover selector is used regularly 


Right: Mr. Henry Sternberg 


} i ‘ Vice President and Sales Mgr 
t 
Co ! 


Hyman Company 
on wh f 
luties and : Perrygraf 
is We h ive 


jenn mee , Seat Cover Selector 
a real sales aid! 


A Perrygraf Slide-Chart can be out and only essenual facts appear 
designed to make dealer salesmen prefer Just tell us what you would like your 
to sell your product. Perrygraf Slide Slide-Chart to do. We will tell you 
Charts facts im easy-to-read promptly without obligation how it 


form inrelated material is screened can be made and what it wall cose 


(The rs i oe ' Designers ond Manufacturers PERRYGRAF CORP. 
ae we Ph ; 1502 Madison Ave. Maywood, Illinois @ 1072 Gayley Ave., Los Angeles 24, California 
PP = ial Representatives in Principal Cities 


YOU CAN MOVE FOR 


SALES ..- by Markets 


INDIVIDUALLY — SECTIONALLY — NATIONALLY 


You can make your sales moves in your 
strongest or weakest markets, or make counter moves 


in markets where competition is toughest. 


You can plan big plays for Chicago or Detroit alone. 
Or you can move in New York, San Francisco and Boston at the 
same time. Or you can make a master move for sales 


and sweep the board from coast-to-coast. 


You can make an infinite number of plays and 
moves in Pictorial Review. It’s flexible, whether your sales 
problem’s national, sectional or local — in 


any one or all LO major markets. 


SUNDAY NEWSPAPERS 


= yA 7 A 
Pictorial Bee 
Revit 


Pittsburgh Sun-Telegraph 


Represented Nationally by Detroit Times 


HEARST ADVERTISING SERVICE Chicago American 
959 Eighth Avenue, New York, N. Y Milwaukee Sentinel 

Offices in Principal Cities New York Journal-American 
Boston Advertiser 

Los Angeles Examiner 

San Francisco Examiner 


© © Seattle Post-Intelligencer 


Baltimore American 
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CHICAGO AMERICAN 
has 40% of its 
city circulation 

home delivered ... 
largest evening 
home delivery 
in Chicago 
* 


* 
@ Nationally Represented by 
+ 


e Hearst Advertising Service 


readers 
have money to spend 
on your products 


LET US 
SEND YOU 
A COPY 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 


Wortle Whit 


ses 


Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


The Michigan Markets: 
on the Michigan markets 
the eight Boor! 


Gi ud 


Appliance Retailing Con 


ditions: 


© i Ss 


VIeWs 

rs in 300 

idy indicates 
smen are deficient 
t decries the 
stimulants in 
methods, Deal 
| 


nd selling 
Ine tTreezers an roon 
ithstantial 
te to Creorge Allen 
otion Ni an 

\ve. New 


supply i 


Successful Advertising Cam- 
paigns: lifteen case 
campaigns which have run in’ The 
Vi York Times COVeTING t wide 


Cs and sales 


h stories oT 


inge ot products servi 


objectives financial, home furnish 
housing equipment, appl ances, 
new distributors, franchised manutac 


ms, real e 


Literature Useful 


K¢ Dil out 


to Sales Executives 


ippa el. \ 
tchens a 


more than ‘ 


vears 
SSUO OO) 
\lortin B 
sold | 
well ove 
American Be 
bled sales of 
brics in 10 yea 
ow buvit 


ove 


10.00 
he Ne Yor 
ce, New York 


The Buffalo Market: \ 
New York State's se ond le re 


¢ 
' 


by Buffal: 
. } 
nun 


and payrolls. In 
i omplete figures on t 
falo Evening News ABC 
throughout the market. W 
I). Anderson, Advert 
Buthalo Evening Ni 
N.Y. 


A "How To” Book of Sales Con- 

tests: Prepared by Worth Distrib 
tors, In co ae lists 14 goals most sales 
ontests go atter; tells when to. ina 

ontest: how long it should be 

how to make it successful; 


] 


plan a - what to an 


the rules. There is 
hapter each on types of prizes, costs 
ind successful promotion. A check 
list covers 14 do’s and don'ts in plan 
ning contests, Write to Hershel Kras 
now, Worth Distributors, Inc., 8 W 
7th St., New York 36, N.Y. 


ontest 


tore writing 
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... and NOW 


H, RE’s the brfest news in aviation 
publishing Today! American Aviation now 
becomes the ONLY aviation magazine offering the 
double benefit of both ABC and CCA circulation 
This combination affords unassailable proof 
of reader preference plus industry-wide 
coverage. With circulation already 
over 41,000, American Aviation is FIRST 
among the important groups who 
buy your products: manufacturers, 
air carriers, government and military 
agencies, corporation aircraft and others 

Combining unequalled power and prestige, 
American Aviation is the No. 1 medium 
in the Nation’s No. 1 market. 


Write for complete information 
AMERICAN AVIATION PUBLICATIONS, inc. 


ADVERTISING OFFICE: La Guardia Airport, New York City, N. Y. 
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THE MAN on the left, Alvin A. Miller, production manager, is a lot busier today 
because Walter W. Miller, sales manager, asked himself 


Afraid to Switch 
To Wholesalers ? 


The Miller Brothers’ case history may help you make up your 


mind. You'll learn what happens to distribution, to volume, 


to profits, and discover dealer reaction to related items. 


BY WALTER W. MILLER ~ Sales Manager 
Miller Brothers Watch Strap Manufacturing Co. 


In 1952, after three years of job 
ber distribution Mille: Brothers 
Watch Strap Manutacturing Co 
Cincinnati, sold more than one mil 
lion watch straps, with a jobber value 
of over S400.000. to 25.000) retail 
jewelers across the country. Our an 
nual report. tor last year disclosed a 
most satistactory marg 
In 1948, we had sold approximately 


MIO .000) watch str ips, W th a resale 


min of proht 


value of about $230,000. 1? O00 
retail jewelers This was ; able 
volume of business at that 

oul line, but out annual report 
that veat 
$7? OOO 


disclosed a total loss 
Qur business had enjoyed a steady 
growth since its organization in 1939, 
During the firm’s early vears, 1 was 
established 


the only salesman, and 


48 


cordial relations with several hundred 
retail jewelers in Ohio and neighbor 
ing states, 
Our Chic 
popular and profitable line, and 


watch straps became 


seemed logical to assume that an in 
low ated 


would in 


creased number of retailers 
farther from Cincinnati 
rease our profits proportion itely. 
\fter several vears we discovered 
that the resuits were the opposite of 
what we had anticipated. 
During this period 
World War Il, we 


salesmen, who placed 


following 
employed 12 

watch 
leading jewelry stores in 


Straps 
every state. Sales zoomed but out 
margin dwindled steadily, un 
til the 1948 loss figure forced a major 


proht 


Nn selling poli Vy. 


\ switch to jobber selling was the 


obvious answer to our problem. 

There are approximately 2,000 
wholesale jewelry firms in the U.S. 
The majority have been in business 
many years, their credit rating is high, 
and their experienced salesmen call 
regularly several times yearly on all 
retail jewelers in thei respective ter 
ritories, 

This latter circumstance is the key 
to situations such as ours. 

The 12 
ould not possibly call on each of 
the country’s 28,000 retail jewelers, 


salesmen we employed 


even once annually; their visits to es 
tablished accounts were necessarily so 
ntrequent that they were \ rtual 
strangers when they walked in the 
door. 

The approximately 8,000 jewelry 
through long 
vears of association, know the retailers 


wholesaler salesmen, 
on whom they call. The salesmen are 
business counselors, inform. retailers 
about new trends and products, and 
their advice and suggestions are wel 
comed. 

In this atmosphere of mutual trust 
and confidence, the introduction of 
new lines, or the more substantial 
stocking of established lines, are much 
more easily accomplished than is pos 
sible when the salesman is virtually 
a stranger, with a relatively minor 
line of merchandise, such as watch 
straps. 

In switching to jobber selling, our 
objective was to line up key whole 
sale jewelers in every area of the 
country. Their salesmen, we believed, 
would open up many new retail out 
lets for our line while, at the same 
time, they would do a top selling job 
reflected in 
interest—and_ sales. 


for us, which would be 
retailei 
Obviously, the results have justified 


oreater 


the switch to jobber selling. 

We learned that the break-over 
from direct selling was not simple. 
It involved solving a number of prob 
lems, some or all of which probably 
ire applicable to other lines of met 
handise. 

Wholesale jewelers carry stocks ot 
hundred different 
thousands of different sizes and pat 


several lines, in 


terns, and usually are not interested 
n taking on new lines, especially 


when these are not ‘big-money” 
items. 
as Chi 


watch straps would not be interesting 


Even such a proved selle1 


because the comparatively low selling 
price meant equally modest profits. 
The retail price range of our straps 
S0 cents for our Little Ranger 
juvenile line to $5 for our Custon 
made Chic straps, with the best sell 
ers being in the $1.50-S1.75 range 
Another problem s that a divers 
fied line of watch straps 
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INDUSTRIAL 
FINISHES 


Sherwin-Williams, one of the best known names in the 
paint industry, is shipping S-W paints in colorful Rheemcote 
lithograpnhed 55-gallon drums, to make the company 

name and trade-mark even better known. 

Rheemcote containers can be lithographed nm any 
number of colors, any design, meluding halftones. The 
high-gloss finish is tough, long-lasting. When necessary, 
interiors can be roller-coated with spec ial 
protective lac quers, 

If your product is shipped in steel containers, let Rheem 
show you the way to added prestige and profit... with 
Rheemcote Poster Drums 

Write for free colorful booklet on this powerful new 
advertising medium. Rheem Manufacturing Company, 
$361 Firestone Boulevard, South Gate, California. 


Sh, 2° You Shue wih \ 
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Sherwin-Williams 
cover the cart 


‘Na 


gem drums 


RHEEM MANUFACTURING COMPANY ~- Manufacturing Plants in 22 Cities Around the World 


PLANTS ANC OFFICES BUF 


nN 


4 AGO Li 7 HOUS »N TEXAS @ NEW ORLEANS LA . NEW YORK N Y 


. SPARROW POINT MD © FOREIGN PLANTS: BFR BANE FREMANTLE 


ONTARIO e LIMA PERU 


YOUR BIG CUSTOMER 
TODAY AND TOMORROW 


thal young woman Ww hev toons 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 


nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 


product...switch a brand. 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 


on their shopping lists, for life? 


There’s one best way to reach the 7,500,000 


young women in their teens: 


seventeen seis’ 


NEW YORK e¢ BOSTON e CHICA e HOLLYWOOD e ATLANTA 


considerable amount of 


\ il iable space 


in salesmen’s sample cases space 
which might be utilized more profit 
ably with less bulky and higher-price 
lines 

believed of al 
most li I rté € Was to ‘sell 


retail whon had been 
ide On 

of making ture purchases 

watch Straps through some 
wholesaler. This was a psychological 
ingle and, to overcome it, we had to 


convince reta lers move would 
benetit them—both in service and in 


pronts 


Policy by Letter 


We attempted to do this by means 
of a letter mailed July, 1949, to 
I 


» of our 12,000 retail accounts 
e letter read in part: 


e 


a 
Ih 


\fter 10 years of successfully sers 
ing over 12,000 jewelers in the U.S. 
we have decided that a change in 
selling policy would be more advan 
tageous to everyone concerned 

Selling through wholesalers, and 
having them service your account, will 
mean that we are able to eliminate 
bookkeeping, distribution and _ sales 
costs; thus, we are able to lower the 
prices of many of our tast-selling 
numbers, which you had previously 
been purchasing from us direct 

“Under present-day marketing con 
ditions, your jobber is a vital link of 


With carefully con 


nventories, conservative buy 


supply to you. 
trolled 
ing and also the extension of credit 
terms, your wholesaler is important 
for successful present-day operations.” 

At the same time, we notified 2,000 
wholesale jewelers of our new sales 
policy in the following letter: 

“The enclosed letter has been sent 
to all our active accounts from coast 
to coast. 

“After 
watch 


October | 1949, Chi 
distributed 
through authorized wholesale jewelers 
only. All mail orders, sent direct to 
us, will be made up and billed through 


Straps will be 


respe tive iobbers Im @Cat h area. 
So that vou may service jewelers 
in vour territory who have been tea 


the past 


turing Chic watch straps for 
10 vears 


become a distributo 


we cordially nvite you to 
watch 
straps. 

‘Tf our representative has not con 
kindly d a 


line and we will gladly send vou 


tacted vou as vet 


samples and price lists bi 
subject to your approval 
‘Chic watch straps are Amer 
fastest sell ng leather straps 
“Chic watch straps are sold 
more than 12,000 jewelers 
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“Chic watch straps offer the largest 
ind the most complete line of better 
watch straps made. 

“Custom made for the 
Sold only by the jeweler.” 

Approximately 300 of the whole 


jewele 


immediately ndicated their 


salers 


willingness to add Chic watch straps 


to their lines, and we considered this 


a very satisfactory initial response. It 
indicated that a considerable numbet 
of wholesalers bel eved oul 


were being sold in sufhcient volume 


Stl ips 


to justify their taking on the line. 
Three distinct methods were em 
ploved to convince other wholesalers 
that Chi 
prot ible line for then i monthly 
sales folder; 
orders from retailers through a nearby 


watch straps would be a 
the cleat ny of ill direct 


wholesaler ; rect. personal solicita 
tion. 

Working with our advertising 
Haehnle Advertising, Ti 


the monthly folders, 


agency, 
usually printed 
n two colors, list old and new items 
in our line, with both jobber and sug 
gested selling prices and interesting 
pertinent chitchat. A return, prepaid 
order card is ern losed ° 
Orher likewise have been 
used effectively. These have included 
page advertisements in leading jewelry 


media 


magazines, together with news. re 
ports of our activities in these and 
publications, and a= monthly 
bulletin to all the country’s” retail 
These. bulletins effectivels 


tie in with the personal selling job 


other 
jew eler ‘. 


done by wholesaler salesmen 


Surprises in the Mail 


Our correspondence indicated that 
numerous wholesalers were agreeably 
surprised to be handed _ retailers 
orders, which continued to be rec eived 
in our office tor many months afte1 
the change-over. Our contacts with 
wholesalers revealed that many of 
them thought: Why should we stock 
and attempt to sell Chic watch straps 
when vou re selling them direct to 
retailers ? 

Because the success ot our new 
sales policy depended on lining up as 
many key wholesalers as possible in 
the shortest possible time, I spent 
several months calling on wholesalers 
in larger cities around the country. 

I am convinced that one personal 
all s of more value than several 
letters 


because it provides an op 


portunity tor detailed presentation of 
the merchandise, along with detailed 
explanation of sales, shipping and 
It likewise pro 
vides the opportunity to answet ques 


tions, directly and n detail 


pron otional pol cies, 


some 


thing it is more difficult to do through 
correspondence. 

The value of personal contacts 1s 
illustrated by this experience. 

In a large southern city, where we 
had been unable to line up by cor 
respondence the various wholesalers 
we wanted, I spent two days calling 
on retailers. Some of these had han 
dled our line for several years, while 
others had never stocked Chic watch 
straps. 

The result of this eftort was sey 
eral thousand dollars worth of orders 
With these orders in my briefcase, | 
walked into the offices of wholesalers 
and convinced them without dithculty 
that our line would be profitable to 
them. The orders | had accumulated 
were divided among them, and we 
were off to a happy and_ profitable 
business relationship for all concerned 


“We Could Charge Less..." 


Phe sharp cut in selling costs 
sulting from the switch-over made 
possible for us to price our line to 
regular markups 
while making re-sale prices to retail 


give jobbers thei 


ers from 10 to 156 under what we 
had been forced to charge when sell 
ing them direct. 

Any sales method has its peculiar 
problems, and one that immediately 
developed when we changed to job 
ber selling was the necessity for de 
vising a method of watch strap display 
which would enable salesmen to show 
our line most effectively and would 
not occupy too muc h_ valuable space 
n then sample cases. 

This had been no problem for oul 
salesmen, because they had to carry 
one line only, and sample case space 
was adequate. But the opposite situa 
tion developed when wholesaler sales 
men attempted to pack our straps in 
one of seven, eight, or even 10 tele 
scopes of samples. 

‘To solve this problem we developed 
sample cards, on each of which were 
mounted a series of three Chic watch 
straps, with the cards so designed 
that they could be telescoped to show 
three times as many straps in half 
the space. 

Many of this 


wholesale jewelers issue annual cata 


country § larger 
which all their lines are 
illustrated 
buving prices, 


logs 7 
together 
Most 
of the pages in these bulky loose-leaf 
books are supplied by manufacturers 


described and 
with retailers’ 


but watch straps were seldom in 
cluded. 

We realized that thousands of re 
tail jewelers, especially those in loca 


ions distant from wholesale centers 
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SAVE 
4 WAYS 


with 
CHESTNUT 
FLEET RENTALS 


Inc. 


CHESTNUT FLEET RENTALS Inc. 
1601 Chestnut St., Phila. 39, Pa 


TEL-A-STORY Automatic 
Advertising Projector 


IDEAL FOR TRADE SHOWS 
AND SALES MEETINGS 


0 
% 


? a 
$149.50 ” 
GET ATTENTION—HOLD ATTENTION 


At vour trade show booth 
At your sales meetings 


Lightweight—easily transportable 
No darkening of rooms 


Visible from all angles 


bor illustrated folder, 


SM 3 


TEL-A-STORY, INC. 


523 Main Street, Davenport. lowa 


Dept. 


write 


catalogs extensively in replenish 


stor ks 


alls. If these retailers were to be in 


ig their between salesmen’s 
a position to maintain constant stor ks 
oT Chi 

sary Tor is to prov de a page fol 


a hus 


retailers would have available at any 


watch straps, it would be nec- 


nsertion in wholesaler catalogs. 
time the stock numbers and costs of 
all items in our line 

use almost all types of mer 
more effec 
black and 
white, we developed a four-color page 
whi h h is since been revised ann rally 


; 


an be shown 


1 
nh color than in 


n the atalogs ot whole 
who h indle Ch ( 


There Is, oF Course 


or insertion 
salers watch straps. 
no method tol 
sales res ilts su h 


ning trom 


but we are convin ed that it 
off, both in dire 

con 
jobber 


another advantage ot 


at least for us, IS concerned 
ith displays at national and regional 
jewelry conventions and shows. Be 
held an 


centers across the 


se SE veral hundred are 
nually n jewelry 
OuUnTr t is oby 
i small OMmpan 


handise at othe 


10 isly WNposs ble to! 
to display our met 
than the large) 

The time and 
with 


egional and 


nat onal conventions 
elen ents ire p oh biti Cc 
respect to sn ille 
state shows 
suit even art these la 7C1 onven 


tions, wholesalers can do a more com 


prehensive and effective job than 
would be possible were we atten pting 
t independently 

Phis was n 
strated at , ual onvention of 
the N ition il Jewe ler 
N 
J 


den on 


itional Jewel 
ily In Chi ivo, 


Jobbers Display 


Several h indred manutacturers and 


prominent wholesalers maintained dis 
play booths du ne the five davs ot 


the show. and it is obvious that only 


i small nut ‘r of the thousands of 
reta | Ie wele! esent h id the time o 


} 
+ 


physical capa to inspect the met 


chandise in all ot these 


| hus a sing 


straps would 


displavs. 
watch 
little 
attention trom a 
etail jewelers 

But there was little likelihood that 


ha led to imspect 


» display ot Chi 
~ obably receive 
more than passing 


comparatively Tew 


many retailers 


line be ause if Was on displa 
booths of more than i do en 


country’s leading jobbers 


many times 


more eftective 
s nvle d splay by Is co ild have been. 


Anothe: t } 


Important aspect o ths 
¢ 


I 
question ot direct versus jobber sell ng 


nvolves the problem of laun hing i 
new line, especially if it is in a highly 
competitive field. With direct selling 


present-day costs of dis 


to retailers, 

tribution and promotion of new lines 
virtually prohibitive, at least in 
jewelry field. 

\lost 
limited 
nationally-advertised 
When this 
have little 


' 
opposed to) stocking new lines. 


hay e 


ow ded 


retail jewelry stores 
space and are over 
with merchan 


dise. s the case etailers 


nterests in (or 


“Experiments Taught Us... ° 


Certainly the small-produ 


alone races sales 


virt ially 


at least to the point 


; ture 
( 


that is impossible 


down 
keting his new line profitabl 


Recognizing the limited sales pos 
straps and tl 


sibilities for watch 


advisability ot hav ny related 


we began their experimental manut 


ture two vears ago. Some ot 


} 


learned were not profitable to 
aise of excessive product on 


+ 


limited sales poss bilities, etc. 


Two items, however, oftered su 


ficiently attractive proht possibilities 
adding them to o watch 
men’s billfolds and belts 


been 


to justify 
strap line: 
These items had previou 
oO some extent in retail jewelry 
but had it not 
through 


been 
on setup 
> would not have unde 
t spotting these 

ent nun ber of re 

the ettort. 

proved to be 
jobbers setup 


Into the new lines 


1952 wholesalers imi 


sufhcient volume ot ordet 

ou factory working vertin 

veral months, while we worked 
rt ‘rishly to train) new workers 

the exacting standards we maintain. 


We like to think we had i good 


point in launching our two new 


ns Both were to be manutactured 


the same high quality standards 


ir watch straps, and thev were 
be sold exclusively | jewels 


stores Thus they were 
non-competitive W th similar a 
dise sold in other retail outlets 


Both wholesalers and ret 
9 the advantages of th 
handising policy, and while it is ve 


too early tor a comprehensive 
sales to date indicate that the laun 


items has 


repo ft 


our two new 
nently successful. 
Thanks to the wholesalers 
foul leather 
n this 
sa Chi 


Watt h stl 


country s reta 
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ifts his whole family will enjoy! 


Handsome and useful gifts—not just for your customer or employee—but for his whole family that 

describes the famous Dazey Line of Kitchen Helps. You can buy them singly or in special gift-packaged 

combinations of two, three, four and five items. Prices range from $1.50, for the lowest-priced single item, to 

$33.00 for the complete deluxe 5S-item gift box. If you are not already familiar with Dazey Kitchen Helps, see 

them at your local gift, hardware, household appliance or department store. If your list runs long, write us direct, on 
your company letterhead, for catalog and quantity prices. DAZEY CORPORATION, ST. LOUIS 7, MISSOURI 


Dazey Deluxe Can Opener—Table Top 
Model 78C Has all the features of the 
famous Dazey wall type can opener, includ 
ing magnetic lid lifter. Opens round, square 
or oval cans. Height adjusts from short to tall 
46-oz. juice cans. Red, Yellow, White 


Retail price $7.95. Same without magnetic Dazey “Blend-R-Mix"'—Model 8 10C Blends, 

lid lifter (Model 70) $6.95. whips or mixes anything mixable. Adjustable handle 

Wall Type Model 88C (White, Red or permits either right or left hand use. Easy to operate! 

Yellow) $5.49. Easy to clean! Rust proof Chrome and Red, 
Yellow, Green, or Black handle. In Beautiful Gift 
Box. Retails for $5.95. 


This beautiful gift package 


set of the Dazey Egg Beater, 
Triple Ice Crusher, Juicer 
Deluxe Can Opener and 
Sharpit (knife and scissors 
sharpener) are as beautiful 
. as they are useful. Gift Package PK-4C 
wherever crushed ice is used. PK-5 White ; (Red, Yellow, or White with Chrome trim) 
Enameled body; Red, Black, Yellow, or . Retails for $28.98. Gift Package PK 
Green transparent cup Retail price, 4AC (All Chrome) Retails for $32.98. 
$11.95. PK-5AC All Chrome body Black Other Dazey gift packaged sets from 
transparent cup Retail price, $13.95. . $8.98 to $19.98. 


Dazey ‘Cocktail Hour’ — Combination ice 
crusher and cocktail shaker. Instantly adjusts 
to crush ice fine, medium or coarse. Fits the 
fomous Dazey wall bracket. Perfect 


Dazey ‘Sharpit''—Table Top Model 915C Dazey ‘Crackit’, Nutcracker Set— 

Features twin sharpening wheels —one for ‘* Model PK-11 
sharpening —one for honing. Holds firmly to 
non-porous horizontal working surface by 
means of vacuum cup. Easily removable and 
portable. Red with Chrome trim. Retails for 


Cracks ends splits 
nut shell lengthwise, so that nutmeots 
come out uncrushed. Special spring steel 
clamp-type bracket attached to wood 


, base for quick easy mounting. In hand 
$7.25. Same with single wheel (Model some gift box $5.95 retail 


905C)— $6.25. 


eb 


e Be sure to please his family— 
B to please | l 


® DD 


AMERICA’S BEST-KNOWN LINE OF SMALL KITCHEN APPLIANCES 
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we _KOTV-NOOK READY-MADE SLIP COVERS 


sack 


Ged Zeratul (ores Com | 
: 


ADDED INCENTIVE: Show boxes at top rear with color transparencies show room 
settings and speed up sales of slip covers. Crawford splits cost of the display chair. 


When the Lady Asks, 
“How Will It Look ?” 


When buying furniture slip covers, 
the customer wants most to see how 
it will look on her furniture. Form 
erly, the salesperson had to take a 
slip cover from the box and fit it on 
a piece of furniture in the store. Then 
the cover had to be refolded and 
placed back in the box. “That was a 
time-consuming and messy operation. 

Crawford Manufacturing Co., 
Richmond, Va., has largely solved 
this problem by making it easy for 
salespeople at the point-ot-pure hase to 
show—by use of the displays and 
shadow boxes—how the slip cover 
will look on the customer's furniture 
And it can all be done 
without taking the slip cover from 
the handy Crawford box. 

Crawford 
free plans for setting up four dit 


in her home. 


supplies dealers with 


wall, cor 
ner single island, and double island. 


ferent types of displays 


Single and triple frame shadow 
boxes, which may be used with o1 
without the displays, are made avail- 
able at cost—$25 for the three-unit 
size and $10 for the single unit. Of 
the Crawford dealers, 6067 use the 
Also supplied are 


color pictures of the various styles and 


three-unit. ty pe. 


§2 


patterns of slip covers on different 
stvles of furniture in room settings. 
‘They may be shown either with oi: 
without the use of the lighting ar 
rangement that is a part of each 
shadow box. Crawtord has found 
particularly satisfactory the use ot 
Plastikolor-pix transparencies, made 
by William Melish Harris from colo: 
pictures taken by the Warsaw Com 
pany, especially where it is not pra 
tical to use the lighting arrangement 
in the shadow box. ‘The transparen 
cies are furnished at cost $3 each. 

Use of transparencies in the shadow 
boxes to demonstrate slip covers on 
furniture in room. settings has not 
only lessened the time consumed in 
making the individual sale, it has in 
creased the number of sales. Addi 
tionally, it has largely eliminated the 
messy job of demonstrating by actu 
ally installing the slip cover on furni- 
ture at the point-ot purchase. 

The single-frame shadow box, fo1 
example shows an 8” x 10” trans 
with a rack in the rear fo: 
holding the transparencies not in use. 
It is built so that it can be placed 
on any convenient surface and the 


parency, 


various stvles and patterns of slip 


covers can be shown quickly. This 
single-unit outfit is designed for use 
where display space is limited to show 
styles and patterns quickly with a 
minimum of trouble, 

As a further aid to the salesperson 
and to promote customer satisfaction 
Crawford has improved its shipping 
technique. The covers are no longer 
shipped “just folded” in the conven 
tional cardboard box. The boxes are 
now uniform in size to facilitate 
stock-keeping and wrapping; they are 
made of heavy kraft board so thag 
they will not tear or become un 
sightly. The hinged box top prevents 
errors; the number on the top corre 
sponds with that on the slip cover in- 
side. There is a paper band around 
each folded slip cover to help main 
tain a neat appearance when the box 
In each box is an illus- 
trated instruction sheet for easy in- 


Is ope ned. 


stallation, and on the reverse side of 
this sheet is the style chart showing 
the different styles of furniture. 

When the customer has selected the 
style and pattern of slip cover she 
wants, she may be supplied her choice 
in the original handy Crawford box. 
Stores like idea. 

It is not enough to have a superior 
product, even though it has revolu 
tionary and exclusive features. If 
you want sales to zoom, the salesper 
son at the point-of-purchase has to 
push your product and it is necessary 
to create incentive tor the customer 
to buy. That’s exactly what Craw- 
ford did about its Kozy-Nook furni 
ture slip covers. 

The company believed that people 
wanted patterns and designs and yard 
goods, too, for matching draperies, 
and stvles to make it fun and easy to 
decorate; they wanted ready-made 
slip covers with adjustable features 
that would do wonders for fit, made 
with many custom-like details. That 
is what Crawford gave them in Kozy 
Nook. 

The Crawford merchandising pro 
gram did not develop overnight, ac 
cording to Harry Burn, Crawford’s 
“Tt has come 
about through evolution.” 


assistant sales manager. 


Crawford is convinced that cus 
tomers buy sl p covers to dress up 
their old furniture and make it more 
serviceable, to protect new turniture 
and to change their decorative scheme 
This latter reason prompts the ma- 
jority of sales; it has more sales ap 
peal. “Build your sales talk around 
the beauty of the pattern, the styling 
and color appeal, and vou will close 
more sales than if you only emphasize 
the practical side of slip covers,” is 
Crawford's admonition in its booklet 
on “Selling.” 
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MAKE RESERVATIONS 
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WITH THESE NATIONAL MEMBERS 


make more ealls 


... With a Rented Car from 
NATIONAL CAR RENTAL SYSTEM 


Get around faster 
and you'll step up your sales! Use personal trans- 


.be fresher...see more people 
portation for local calls...“‘your car” rented from 


NATIONAL CAR RENT AL SYSTEM. 


Make reservations with any NATIONAL member, 
travel or ticket agent. “Your car” wherever you 
are will always be a spic and span, easy-driving, 
late model, filled with gas and oil to be driven as 
your very own. 


NATIONAL cars are a time-saving convenience 
and surprisingly economical for emergencies, 
vacations, sight-seeing, or as a second car for 
business or home. 
Get acquainted with your local 
NATIONAL member. He’s a care- 
fully selected independent busi- 
nessman with the highest stan- 
dards of courtesy, service and de- 
pendability. Ask him to supply all 
your salesmen with NATIONAL 
Courtesy Cards, or write: 


NATIONAL CAR RENTAL SYSTEM, INC. 
1209 Washington, St. Louis 3, Mo. 
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city 


ABILENE. Texas 
ALBUQUERQUE NOM 


ANTWERP. Beigum 
ARLINGTON, Va 
ATLANTA. Ga 
ATLANTIC CITY, WJ 
AUGUSTA G 
AUSTIN, Texas 
BALTIMORE, Ma 
BARTLESVILLE, Okla 
BATON ROUGE, La 
BEAUMONT, Texas 
BIRMINGHAM Ala 
BOGOTA, Colombia 


CAMBRIDGE, Mass 
CANTO 

CARACAS, Venezuela 
CASABLANCA. Fr. Mor 
CHATTANOOGA, Tenn 


CHICAGO WW 


CORPUS CHRISTI, Texas 
CUMBERLAND Ma 
DALLAS, Texas 
DAVENPORT, lows 


lowa 
DETROIT, Mich. 
DUBLIN, tretand 
EAST ST. LOUIS, ih 
EL PASO, Texas 
ERIE, Pa 
EVANSTON, tt 
FAIRFIELD. Calit 


GALVESTON, Texas 
GLASGOW, Scotiand 
HAGERSTOWN, Ma 
HARLINGEN, Texas 
HARRISBURG, Pa 
HARTFORD, Conn 
HIGHLAND PARK, WJ 
HOLLYWOOD, Cait 


INDIANAPOLIS, Ind 
JACKSON, Miss 
JACKSONVILLE, Fia 
JERSEY CITY. WOU 
KANSAS CITY, Mo 
KINGSTON, Jamaica 
KNOXVILLE, Tenn 
LINCOLN, Nebr 
LIVERPOOL, England 


LOUISVILLE, Ky 
LUBBOCK, Texas 
LYNN, Mass. 
MADEIRA BEACH, Fla 
MANCHESTER, WH. 


MIAMI BEACH, Fla 
MIAM! BEACH, Fia 
MIAMI INTL. AIRPORT 
MIDLAND —— 
MILWAUKEE 
MINNEAPOLIS-S st PAUL 


MONTGOMERY Als 
pa WwW. Ve 
NANAIMO 

mASHVILLE. 1 
NEW ORLEANS La 
NEW YORK CiTY 
NEWARK WJ 
WORFOLK, Va 
OAKLAND, Caiit 


ORLANDO, Fla 
PARIS, France 
PASADENA, Calit 
PEORIA, Wi 

PERTH AMBOY, WN. 4 
PHILADELPHIA Pa 


PROVIDENCE Rt 
RICHMOND, Va 
ROCKFORD, tu 
ROME, Italy 
ROTTERDAM, Holland 


ST. LOUIS, Mo 

ST. PETERSBURG, Fis. 
SALISBURY, Ma 
SALT LAKE CITY, Utah 
SAN ANGELO. Texas 
SAN odd oye Texas 
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salesmen must see to sell! 


twith the RIGHT COMBINATION 


It’s no secret that your salesmen know, from regular 
plant calls, the combinations of key executives that 
control buying. They know that the buying pattern 
of every plant must be studied to ascertain who are 


the key men, regardless of title, they must see to sell. 


Mit & Factory alone, among general industrial 
magazines, uses this same sales-contact principle. 
Across the nation, 1,645 sales engineers who know 
the buying combinations in plant after plant select 
key executives to receive paid copies of MILL & 
Factory. Moreover, they maintain live circulation 
lists that are always in step with plant and personnel 


changes. No waste or deadwood allowed! 


Your advertising in Mi & Factory goes where it 
can receive decisive action—to the men whose “O.K.” 
means a sale. That is why Mitt & Facrory’s sales 
impact cannot be equalled by any other publication 
in its field. 


The advertising you place in MILL & FACTORY 
supports your salesmen in the right place at the 
right time. 


Mills tactory 


Serves the men, regardless of title, your salesmen must see fo sell. } 


NB P| A CONOVER-MAST PUBLICATION + 205 EAST 42nd STREET +» NEW YORK I7, N. Y. 
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RESULTS 


Sales Organization Helps Farm Bureau 


Dintle 


Policy Holders in Five Years 


START 


CLOUGH TRUCKSIS ALLNUT 


SALES DEVELOPERS—Bowman Doss, executive vice-president—and Under White, C. C, Gay is director of agencies; S. J. Clough, 
former sales meneger—supervises Farm Bureau Mutual sales opera director of sales personnel; William Trucksis, director of sales 


tions. William A. White vice-president—sales, is directly in charge promotion, and W. T. Alinut, agency secretary 


“People Working Together” Build 
$158 Million Insurance Business 


: . - 2 7 : Even people who buy the social 
Social objectives and policyholder participation help. But objectives of Farm Bureau Mutual 
° Insurance companies still have to be 

Farm Bureau Mutual's products still must be sold. Manager- a1) policies. : ) 
3y December 31, 1952, 1.5 million 
people in 13 states had been sold 
1953, 


and-man development program and more promotion— 
aimed at annual and 5-year targets—send sales higher. 2-544:100 policies. By July 1, 


combined assets owned by these policy 
holders, reached $158 million. 


Part Il of an article in two parts In 1948, when these Auto, Fire 
and Life companies were separated 


BY LAWRENCE M. HUGHES from Ohio Farm Bureau Federation, 


SALES MANAGEMENT 


a lot of changes were put in 

works. Murray Lincoln moved over 
as “full-time” Later, Sales 
Manager Bowman Doss was moved 


Sales 


president 


up to executive vice-president. 
organization and = functions were 
charted and sales objectives defined. 
“The most basic change effected,” 
Doss says, “was the setting otf five 
year sales targets for all companies.” 
Vice-Presi- 
\. White, is to “‘inter- 


needs and markets” 


The sales job, unde: 
dent \ lian 
pret insurance 
and find ways to meet them; ‘design 
and direct over-all sales activities” 
“plan, develop and issue adequate 
directives and manuals prescribing 
sales programs and _ activities,”’ and 
win new and hold present policies. 

Elementary? .. . And yet Farm 


9? 
years 


Bureau had made out for 
without defining sales functions o1 
clarifying responsibility for them. 

Under the new setup sales obje 
tives were set annually and for five 
years ahead, and steps were taken to 
develop management and manpower 
to meet them. 

At the end of 1947 the companies 
had a total of 981,000 polic ies in 
force. By late 1952 policies had mul 
tiplied one-half 
times: 

The Auto company had 689,000. 
It shot for 1.475.000 It got 
1.757.000. 

The Fire company had 183,000; 
sought 325,000; got 409,000 


nearly two and 


All Companies Soar 


Although the Life company fell 
short of the mark in number of poli 
cies, it broke quota in amount of 
insurance in force. This company 
had 109,000 policies; set the sights 
for 200,000, but sold 179,000. On 
the other hand, lifting 
insurance in force from $208 to $500 


instead of 
million, the five-year period ended 
with $570 million. 

Number of Farm 


Bureau insurance rose to 3.359 


agents selling 


exceeding five-vear quota by 5%. Of 
these about half are now full-time. 
All sell only Farm Bureau and repre 
sent all three companies, But most of 
them are hardly qualified yet to sell 
all 120 types of 
\uto company, for instance, gets into 
such hazards as travel, accident and 
general liability 


‘coverage.’ ‘T he 


workmen’s compen 


sation, and polio. 


Before the first five-year plan was 
completed, Farm Bureau wrote down 
1953-57: Four million 


poli ies in torce. Some of the newer 


objectiv . tor 


coverages would be more than dou 
bled. So would fire—to 815,000. The 
Auto and Life companies’ policies 
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"RELATIONS" — under Vice-President 
Harry Culbreth — have become an im 


portant factor in Farm Bureau's growth 


would be increased about 60¢¢—to 
2 885.000 and 300,000. Life insur 
ance in force would be more than 
doubled, to $1,350. billion. 

‘These poli ies would be sold by 
4.382 agents, of whom 2,800, or 
nearly two-thirds, would be full-time 
career! people. 

Bill White is sure that, ““whateve: 
conditions may prove to be, we'll 
make quota. In harder times people 
are more cost-conscious. ‘hey appre 
ciate the savings which planned insur 
ance programs offer them . . . Besides, 
we're building a better team to con 
vince them. We're backing our agents 
with better management, better train 
ing, stronger advertising—and a wide 
line of proved insurance values.” 

Farm Bureau’s first salesmen were 
farmer policvholders. ‘They sold with 
out commission, because they believed 
in their company. [Then sales responsi 
bilities were assumed by state Farm 
Bureau Federations and other “spon 
sors,” and as a part-time job by farm 
ers, urban “cooperators” and others 
connected with them. By World War 
Il 95°, of the companies’ 2,100 
agents worked part time. 

Although the companies continued 
to grow, this hardly seemed to be the 
way to build a stable business. 


More Opportunities 


During the war the thinning ranks 
were filled by older men, 4F’s and 
some women, 

Since 1948 the companies have 
been able to prove full-time oppor 
tunity. The business has opened more 
sales and more management jobs and 
is providing better pay for both. ‘In 
field sales management,’ White says, 
“we now have 10 times as many men 
making $10,000 a year and more as 
vears ago. While an 
makes be 


tween $5,000 and $9,000, some now 


we had _ five 
average full-time agent 


earn $25,000. 


"DECENTRALIZATION" —directed by Vice 
President Howard Hutchinson—speeds con 


tact with and service to policyholders 


“And we've just started.” 
[he companies’ coverages meet vir 
tually all the insurance needs of al 


most all White tells the 


“IT know of no insurance or 


people. 
agents: 
ganization that can approach our 
multiple-line potential.”” He stresses 
“manpower and multiple line as guide 
posts for the new objectives. We are 
developing the man in Salesman and 
Sales Manager through the use of 
proved methods and materials.” 


Decentralization Helps 


A decentralization program has 
helped. In addition to 27 


sales managers, 13 new regional man 


regional 
agers—some of them from Sales 
now direct all functions in their areas 
All regions are now guided by a 
management team consisting of the 
Regional Manager and five depart 
ment managers. 

In five years the number of dis 
trict sales managers increased from 
229 to 304. Expansion has come both 
from dividing existing territories 
with mounting sales, and adding new 
ones—such as South Carolina and 
this vear, New Jersey. 

All Managers have risen trom Karn 
Bureau ranks. Of six New Jersey 
district managers, tour were manag 
ers from established districts in other 
states and two were appointed from 
a special management trainee group. 

Promotions are on the basis of pro 
duction record, manager aptitude 
tests, management recon mendations 

Prospective regional sales manag 
ers are given special assignments at 
the home office for six months to two 
years before taking over, New district 
sales managers are being brought to 
Columbus for a one-week course 
Both groups of managers are now 
taking an advanced life msurance 
course, and receive other “training in 
insurance and sales management.” 


District managers are the keystone 


57 


demand grows greater 


Whitn you Covtt the Gillen 


«nt paAciFic NORTHYy, 
Ss? 


FE 


THE SPOKANE MARKET G6 Hs 
REALLY MAKES JS Sz 


A DIFFERENCE ( 


SALES MANAGEMENT 


and greater... 


A 


IT'S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


What can this great market do for you? It can zoom demand for your line in the 
Pacific Northwest—if you really sell it. 


But the Spokane Market is a distinctly separate and independent trade area. Although 
living in the very heart of the Pacific Northwest, residents are virtually unaffected by ad- 


vertising efforts in coastal cities 300 miles or more distant 


With more than a million people—with retail sales over a billion dollars annually and net 
buying income over a billion dollars—you're looking at a market of national importance and 
particular significance in the Pacific Northwest. You can't afford to miss more people than 
Baltimore or Cleveland has. 


And you do miss the Billion Dollar buying power of the Spokane Market unless you 
schedule the two “home-town” newspapers residents have read and bought from since pioneer 
days .. . The Spokesman-Review and Spokane Daily Chronicle. 

They cover and sell their market most effectively and economically. 


Be sure that this great market and these great dailies are on s . P 
ars Combined Daily 


CIRCULATION 
Now Over 
160,000 


81.84% UN-duplicated 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW Comic Sections: Metropolitan Group 


SEPTEMBER 15 19583 


of Farm Sureau’s sales structure. 
ach guides, on the average, a dozen 
agents. Each is rated annually—and 
his next year’s salary 


White explains by 


ses 


determined 


position analy 


The first three of the 12 factors 
concern his Premium 
come, with points tor casualty 
and life; 


six different types of insurance; nun 


“scope” 
percent of quota written in 


ber of his agents and their percentage 
points. 
Under 


“management fundamen- 


tals,’ each manager is weighed on 
seven factors: ‘lerritory (population, 
area and family income); net gain 
In percent of quota In Six types of 
insurance; loss ratio in fire and cas 
ualty; ‘persistency’ in maintaining 
premium payments; age of district; 
operating costs; caliber of personnel ; 
public relations. 

Final factors are training and edu- 
cation and years of Farm Bureau 
experience. 

Regional sales managers grade each 
of their district sales managers for all 


Moving an office securely requires experts 


who can handle furniture, files and machines 


safely and swiftly. Just call in yourlocal North 


American Agent. He has professionals to 


pack and move you on schedule, reducing 


disruption of business operations to a min- 


imum. Your North American Agent can take 


care of moving transferred personnel; the 


shipping of trade-show exhibits. Get advance 


time 


Saving 


“Survey Service’’ estimate 


No obligation 


Call Your Local North American Agent! 


Consult your classified phone book 


-Dept. SM23, Ft Wayne, Indiand...+++++++++- 


12 factors on one of five levels. Av 
erage total is 500 points; 


~ perfec 
tion,” 


1,000. Farm Bureau has sev 
eral who exceed 800. But approxi 
mately half are in the middle group. 
‘The rest taper off on either side. 

Each April a “position analysis 
sheet” is prepared for each district 
manager. On these findings regional 
managers then recommend salary ad 
justments. At a $750-a-year rate a 
district manager thus can ‘upgrade 
himself” from the base level of $5,500 
to $10,000 and more. 

District sales provide 
their cars and pay travel expenses. 
Farm Bureau maintains district f 
fices and pays office expenses for 
managers operating from their homes 
and expenses for all of them to and 
from company meetings 


Managers 


. Annual 
turnover rate among district. sales 
managers today is only 3%. 

Insurance selling can be compli 
cated for beginners—even those han 
dling few coverages. Farm Bureau's 
broad scope makes their life harder. 
It still is partly responsible for the 
fact that one-fourth of beginners quit 
annually. 

But better recruitment, selection, 
training and guidance gradually have 
reduced this toll. A beginner today 
starts as a “specialist,” usually in au 
tomotive, and widens his scope with 
experience. His district 
main job is to help him. 

Last year 171 agents attended 
seven basic training schools. These 
and others used a total of 2.029 basic 
sales training texts. Now Farm Bu 
reau is introducing special training in 
specific fields. And with the New 
Jersey invasion. last January, the 
companies launched their first state 
wide recruitment and training pro 
gram. By April 68 avents throughout 
the state were putting their new 
knowledge to work. 


manager's 


Agent Turnover Declines 


With such aids, and pavment for 
calls up to 40 a week, monthly turn 
over among al/ agents in 1952 was 
cut from 1.58% in the first half to 
1.020% in the second half. 

Farm Bureau has held sales con 
tests ever since, as a tiny Ohio outfit 
in 1927, it conducted a first “June 
Week.” Annually, ever since, this 
event has spurred performance. 

But the companies today are more 
concerned with year-round progress. 
A “Challenger Club,” started in 
1939, last vear had 569 agents as 
members. This group—-34 more than 
in 1951—ineluded 153 first-timers 
and 416 repeaters. Two men—Mlax 
Huss of Cincinnati and John J. 


SALES MANAGEMENT 


Motts of Canton—have been mem 
bers for 14 years and 11 others for 
10 years or more. Rewards are simply 
a club button and a supply of person 
alized 
mission income can_ be 


stationery. But larger com 
stimulating 
too! 

For several years 100 top-produc 
ing agents in an Il-week summer 
contest have been con pany guests at 
an autumn Conference.” 
Last year’s conference at the Wal 
dorf-Astoria Hotel included such 
speakers as Eleanor Roosevelt in con 
ference discussions on world problems. 

Bill White had 
to learn everything the har 
we're learning. When we took ove 
an existing life company in 1936, it 
had only about $16 million in torce. 
We almost fell on our face 
get it going. Yet in the 
years our life insurance in force rose 
nearly 3.60060, to $570 million. 

“Major reasons for out 
that we try to giv 
service than 
more 
them. salesmen are 
our policyholders. They try one of 
our coverages, and then buy 


Farn 


‘Leaders’ 


admits that “‘we've 
d way. But 


trving to 
next 16 


growth are 
e better values and 
anyone else, and to let 
and more people 


know about 


Some of our best 


other S 
and recommend Bureau to 


their friends.”’ 


The "Plus" Factors 


Many other companies have said 
this, but Farm Bureau people have 
some rather special evidence to sup 


port it. They emphasize: 


“tT. We are cooperative. 
owner-customer 
first. We're engaged in 
ness with their money. 


Our 
interests must come 


their busi 


‘2. In all lines our rates are com 


petitive—and often among the lowest 
in the field. 


‘3. We pay 
and in full. 


“4. In addition to 
participation of the 
the decent: 
first I 
ber 1 
keeps us in 


holders.”’ 


Still it would seem that ‘sam 
pling” potentials have not been devel 
oped. The 
owns 


all claims promptly 


poli vholde: 
companies and 
alization 
arm Bureau 


program (see 
article 
full-line 


contact 


Septem 
issue ) our service 


with policy 


average poli vholder today 
one-half Farm 
Bureau policies. And in the present 
58-million-population area the 
panies 
in 10. 

Marketing research is 
Farm Bureau to set 
to reveal new opportunit 


only one and 


com 
have sold only one family 
helping 
sales sights, and 
ies and meth 
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ods to reach them. Advertising, sales 
promotion and public relations are 
telling millions more what Farm Bu- 
reau has to offer. 

a Agency secretary 
W..T. Allnut and directed by H. P. 
Dickerson, the marketing 
Tunction is now tour 
this period, 


Supervised — by 


research 
years old. In 
long- and short-range 
been made or are under 
way. Some ot them ar 


expansion 


studies have 
e blueprints tor 
realignment of sales terri 
with potential 


tories in accordance 


analyses of buyers’ preferences, em 


ploye and agent opinion studies, sales 
torecasts, and determination of char 
acteristics and buying habits of Farm 
Bureau policyholders. 
A current job is an all study 
and dis 
tribution system best adapted to . 


“over 


¢ 


to determine the marketing 
services.” It 
such questions How 
adequate is the agency system of dis 
tribution? Can better means of sales 
compensation — be Should 
mass-selling tec hniques be developed 
and which ones? How 


Farm Bureau insurance 
’ 
will answe 


dev ised ? 


feasible is 


YOU BET ST. PAUL SHOPPERS 
_ ARE LABEL- CONSCIOUS”: 


— 


— BRAND BRAN. 


Whether it’s baby food or bleach, St. 
habit to look for the label when they do their 
Paul 
buyers are asking for products by 

as is verified by the decreasing number of 
replies to brand preference in the 


buyers make it a 
shopping. In the bustling St. 
ket, more and more 
names 
Know" 
sumer Analysis Survey. 


Paul’s brand-conscious 


“half” of the Twin City mar 
brand 
“Don't 


1953 Se. Paul Con- 


Here are just a few examples: 


PER CENT OF BUYERS WITH NO BRAND PREFERENCE 


1953 
Instant Coffee 
Liquid Starch 7.2 
Canned Meat Baby 
Food Ee 
Powdered Bleach 1.6 
Canned Beer a 


1.6% 


1952 
7.3% 


1951 


6.2% 
10.7 


1950 


4.2% 
15.0 


16.6 21.8 


Good advertising in the RIGHT medium makes buyers brand 


conscious. In the 
dium is the St. 


prosperous St. 
Paul Dispatch- Pioneer Press . . . the 


Paul market, the RIGHT me- 
ONLY 


newspapers to blanket the entire area. 


The 1953 St. 


Paul Consumer Analysis Survey supplies infor- 


mation on brand preferences and ouying habits for hundreds of 


major products in the St. 


Paul market. 


If you desire a copy, con 


tact your Ridder-Johns representative or write Consumer Analysis, 


DISPATCH 


a @#:+r:o0o0e8e 


wtiwseavens 


Representatives 
RIDDER-JOHNS, INC 
New York—Chicago 
Detroit 
San Francisco 


PIONEER PRESS 


Los Angeles—St. Paul 
Minneapolis 


packaged coverage to meet the varied Advertising gets the word around. summer, on polio policies. ‘hese ap 


r 
Within a month of its launching, in peared in 165 markets. This year, the 
buyer? 1926, the Automobile company ran 


companies are buying six 1,000 and 
Vhis long-range study, Dickerson an advertisement in Ohio Farm Bu three 500-line advertisements, and 


basic needs of the average insurance 


explains, ‘will cover not only Farn reau lederation News, announcing last immer they ran more polio 
payment within 24 hours of the first 
policyholder claim. 


Bureau operations but will appraise advert sements, 
Between 1951 and 1952 the pro 
F But only recently has the compa portion of agents using Farm Bu- 
allocated on a we ivhted formu nies 


the entire insurance industry 

eau sale quotas j now 
advertising become substantial all ‘“pyromotional helps”’ rose Trom 
tacto in which are agents onsistent and professional. / @ to more than 95. This trend 


managers, population, motor Under William ©. Trucksis, “‘sa/es has been stimulated by a wider range 
of better material. A 1948 brochure 
‘Selling Aids” 


1950 by a larger spiral-bound “Busi- 


| 


reyvistration power LISINESS id 


vertising Was set up as a separate 
force. s; ‘ and devree sales division in 1948. Until that time on 
») Bureau penetration. arm ireau had advertised mainly 


Research must point Wat n ness Builders’ —now being revised. 


Allnut a provi “Sales” advei “Selling \ids,”’ multigraphed, 


overaye i tising § (noft including institutional ) showed samples ot available direct 


was replaced in 


cooperation with agents. Starting 


with S5S0.000 in 195] 


people.” was stepped up to SIS0,000 in 1952 mail and newspaper advertisements, 


ind to $250,000 in 1953. Combined ithi instructions for use and = pay- 
expenditures ot the companies and ment. Also reproduced were such 


agents in 1952 totaled nearly S400 tifving devices as metal signs, and 


wood will” items as 


Advertising Men: Get Hep 
“What should an advertising 
manager know about what it 
takes to make a sale at a profit? 
To begin with, he must know a 
great deal more than headlines 
and art work. He must know 
marketing and understand mar- 
ket research. He ought to know, 
by actual experience, what a 
salesman does, how he does it 
and why he does it that way 
instead of some other way. He 
ought to have the most current 
and up-to-date information 
about the sales force, its or- 
ganization and its activities. The 
should 
realize that any cost incurred in 
moving goods from the plat- 
form of the plant into a custom- 
er's hands is part of the cost of 
selling.” —— Tomlison Fort, V-Pp, 
Apparatus Division, Westing- 
house Electric Corp., before 
the National Industrial Adver- 
tisers Association Conference, 


Pittsburgh, Pa. 


advertising manager 


000—with 2,900 agents participating such 


This year the total is expected to 
reach SSOO.000 

An early company iwents’ campaign 
was run in New York City news 
papers in 1949, through Ben Sack 
heim, Ine., advertising agency. Sut 
ver disclosed that Farm 
‘recognition’ there was higher than 
markets. 
Individual agents now mm: spend 


up to $320 annually for 


» 
Burea 1 
1" othe: 


proved 
copy in certain media. Farm Bureau 
matches them. In 1952 agents spent 
$71,843.55 for radio commercials and 
$120.587.432 for new spaper advertise 
ments supplied by Columbus. Thus 
ombined co operative expendit ire in 
these media was $384,861.96. 
n most la ve markets an 
elected adve fising committee 
recommends plans and often a local 


w«ivertis ing agence 


ute them 


en ploved to 

In two vears,”” Trucksis savs, “‘we 

¢ become one of the biggest news 
‘yr advertisers in insurance.” 

In 1952 for prestige and recogni 
tion,” the OMpanles also published 
two oes | Saturday Fvenina 
Post 
The progran rT ; item 


by 


fem, fo top management 7. icksis 
explains. “Generally, they were for 
advertising. But for the first vear 
the Sales Cabinet had to pass on every 
piece... . We pointed out that to 
dav most of iT policvholders ind 
many more of our prospects, no long 
er are members of sponso 

“At first we promoted various cov 
erages in a single ad Rut this was too 
much like Heinz putting all ‘57° in 
one basket. Since then we have en 
phasized one line at a time.” 

In addition to the Post pages Farm 
Bureau published on its own last vear 
two 1,000-line newspaper adve 
ments throughout the sales tet 


plus two 300-line advertisements 


pense books and policy wallets. 


“Business 
newspaper 
stress Sa 
through 
msurance servic 
life, ete. Forty 
different sizes 

. , 


seven for fire, 


“seneral’ or several lines together. 


Also available are 


| { 


advertisements 
in 


‘Selected 


Builde rs” starts with 
‘These 


auto nsurance 


risks 


54 rad 


om 30 to 60 second 


Clients of 


THE NEW F. W. DODGE SERVICE 


“PLANNING KIT FOR 


K 


the | ds « erit 


Airtemp Divisior 
Chrysler Corporatior 

American Kitchens Div 
—Aveo Mtg Corp 

American Radiator & 
Standard Sanitary 
Corp 

American Telephone & 
Telegraph Company 

Bendix Home Appl: 
ances, Incorporated 

Bennett-treland 
Incorporated 


Bryant Heater Company 


Philip Carey Manu 
facturing Company 
Crosley Division—Aveo 

Mfg. Corp 
Douglas Fir Plywood 
Association 
Ez-Way Sales 
Incorporated 
The Formica Company 
General Bronze Corp 
Alwintite Divisior 
General Electric 
Company 
Chemical Divisior 
Lamp Division 
Major Appliances 
Division 
Goodyear Tire & 
Rubber Company 
find 


W 


OUR NEW HOME” 
These firms n ely on the Plannir 


Hall-Mack Company 
Henry Furnace 
Company 
Kimberly-Clark 
Corporatio 
Moe Light 
Incorporated 
Mosaic Tile Company 
National Electric 
Products Corporation 
C. A. Olsen Company 
Pittsburgh Plate Glass 
Co.—Glass Division 
Pryne and Company 
Pyrofax Gas Company 
Robbins and Myers 
Incorporated 
R. 0. W. Sales Company 
F.C. Russell Company 
Ruud Manufacturing 
Company 
Schtage Lock Company 
Toledo Desk & Fixture 
Corporatior 
Universal Rundle Corp 
Waterman-Waterbury 
Company 
Western Pine 
Associatior 
Westinghouse Electric 
Corp.—Micarta Div 
Youngstown Kitchens— 
Mullins Mfg. Corp 
this list not 
efficier d 
Kit 


tod 


Consumer Service Department 


F. W. DODGE CORP. 


119 West 40 St., N. ¥. 18 « OXford 5-3000 | 


SALES 


MANAGEMENT 


commel 


DON’T FILL IN THIS VALUABLE QUESTIONNAIRE 
UNLESS YOU'RE INTERESTED IN THE $2’ BILLION 
BUILT-TO-ORDER HOME BUILDING MARKET!... 


Is the Quality Home Market (families who are plan- 
ning to build custom homes for their own occupancy) 
important to my firm? 


Does this “consuming” owner have anything to say 
about the selection of what we have for sale? 


Do we have consumer literature to help him make 
that selection? 


Are we interested in reaching the custom home plian- 
ning market on a timed basis without wasting our 
literature on dreamers and the idly curious? 


Would we like to reach that market more effectively 
and more economically than through the method we're 
now using? 


You can do things about it now through PLANNING KIT FOR OUR NEW HOME ... Not a magazine, 
not a catalog, but a bright, new direct mail service—for the national manufacturer anxious to serve known prospects 


planning custom-built new homes 


Clients of new Planning Kit service reap the top of the harvest of new 
custom home planning families—while they are still planners—result of the daily 
efforts of over 1000 Dodge field reporters who call on architects, builders, banks, 


etc., to “discover” in advance who is building a new home and when and where 


Your existent consumer sales literature was obviously created to influence 
consumer-prospects for your products. The best literature can only be as effective 
as its distribution. Planning Kit was established this year to give you the 

finest possible distribution for your valued literature, complete with the finest 
vehicle, limited to hand-picked known prospects for your products! A 


true “package” service relieving your staff of all the usual burdensome details. 


Think of it! 


Issued in eight separate editions per year for flexibility, the next P-K edition 
closes soon. Why not be sure YOUR literature gets into their hands when they 
need it most, through Planning Kit? (Very reasonable rates 


For full details, write or call 


F. W. DODGE CORPORATION Consumer Services Dept. 
119 West 40th Street, New York 18, N.Y. ON ford 5-3000 
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Company-provided letters are “reg 
ular personalized” (RP) ; 

(RB) and = “special.” 
“RP” letters, with filled-in) name 
address and salutation, are intended 


“regular 
broadcast 


to be door-openers. “RB” use merely 
“Dear Si 
return card for turther intormation 


\vents get evulai letters tree 


greetings and enclose a 


being charged only one cent each for 
return cards Special’ 
pared by 


letters, pre 
. ; 
Karm Bureau at agent's 
request, cost hin three cents @ac h. 

also offers 30 


point-ol-pur hase 


‘Business Builders 
sales folders and 
aids, trom various novelties to “au 


thorized agent” signs 


Stress "Social" Aims 


Farm Bureau is promoting more 
strongly its “social objectives.”’ This 
1,000-line institutional 
advertisements supported the New 
In addition to tell 
ing about companies and coverages, 


and offering 


year three 
Jersey invasion. 
“career opportunities” 
for agents, these explained the “peo 
ple” concept: ‘The companies “throw 
what w eight we have into the balance 
tor peace, abundance and brotherhood 

everywhere. We believe that peo 
ple, working together, can reach these 
goals. And we mean to help.” 

A coupon offered a 
‘Partners in Progress,” 


brochure, 
which reports 
the first quarter-century of work fo1 
people. ... Uhis program was directed 
by Calvin Kytle, public information 
director, and placed through Mumm, 
Mullay & Nichols, Inec., Columbus. 

In its second quarter-century larm 
Bureau is entering new fields of serv 
ice. Some of them may develop into 
strong “sales” forces. 

Although about 8067 of the S158 
million assets must be invested in gov 
ernment and other bonds, selected pre 
stocks and loans 


ferred mortgage 


about $32 


for othe: purposes. 


million is now available 


‘To “bring better community living 
to more people at lower cost,’ Farm 
Bureau's Peoples Development Co. 
is now building on an 1,100-acre site 
in suburban Columbus a community 
called Lincoln Village. With a popu 
lation of 7,000 to 10,000, it will em 
brace homes, apartments, stores and 
industries. 

For building 


subsidiary is producing “Tectum, a 


industries another 
fabricated board of mineralized excel 
sior, said to be “cheap, lightweight, 
non-combustible, sound-absorbing, in 
sulating and load-bearing.” 

In recent years Murray 
has tried to buy 


Lincoln 
control, among 
others, of an automobile manutactul 
er, a leading grocery chain and a 
major radio-television network. 

He will keep trying. “The motor 
maker might low-price 
“neople’s car.” The grocery chain 
billion-dollar annual 


sales boost to consumer co op stores. 


produce a 
could give a 


“To ease the burden of finance and 
Farm Bu 
launched Approved 
Finance Co. In its first nine months, 


insuring motor vehicles,” 
reau last year 


only in Ohio, 5,700 loans were made 
for $6,780,000. 


Wider "People's" Control 


‘Then Approved Finance acquired 
the 20-year-old Mutual Income 
Foundation, Inc., of Detroit. 

The Farm Bureau people would 
like every American to have: 

“1. Adequate insurance” for pro 
tection. 

“2. A savings account or savings 
bonds for ready cash in emergencies. 
“3. A share in America’s future,” 
through ownership of securities of 
major businesses. 

Lincoln hopes for ultimate “coop 


for facts. 


Tlie A good look at Akron, Ohio —a rich 


967-million-dollar 


market with one-news- 
paper coverage at one low cost. Write the 


AKRON BEACON JOURNAL (evening and Sunday) 


erative ownership” of large corpora 
tions. Dr. Robert A. Rennie (lured 
by Lincoln’s from Johns 
Hopkins University to become re 
search director for Farm Bureau) 
supports the possibility with statistics : 
“Tf all Americans with incomes of 
less than $7,500 put their ‘positive 


“vision” 


savings’ of three years into common 
stocks, they could own half of. all 
1,200 companies listed on the New 


York Stock Exchange!” 


Meeting World Problems 


In 1951 the combined value of all 
these common shares was $98 billion. 
In the 1949-51 period people’s sav 
ings totaled $47 billion. 

Mutual Income Foundation starts 
out modestly toward that whopping 
As of last December its 


assets of $2,622,912 were invested in 


objec tive. 


57 companies—among them General 
Motors, Goodrich Rubber, Gulf Oil, 
Jones & Laughlin Steel, Kennecott 
Copper, Penney Stores, RCA and 
Safeway Stores. In the 57 the people 
who invest through the Foundation 
had a combined pre-company stake 
of only $46,000. 

But the Cooperative League already 
can estimate that ‘three and one-half 
times as many families own shares in 
U.S. co-ops as own stock in all cor- 
porations listed on the nation’s stock 
exchanges!’ ‘The number of families 
in co-ops is now 11 million. 

Murray Lincoln realizes that 
Americans cannot be soundly  pros- 
perous as long as four-fifths of the 
world’s 2.4 billion people struggle on 
at, or below bare subsistence level. 
Americans finally have been able to 
turn an economy of scarcity into an 
economy of abundance: For the first 
time we are producing more than we 
can consume. This knowledge must 
be put to work by “our neighbors in 
Asia, Africa and Only 
combined action by all the world’s 
people can meet this biggest common 
problem. 

In his work with the United Na 
tions, with CARE, the International 
Cooperative Alliance and other o1 
ganizations, Lincoln has learned a lot 
about this problem. He and his asso 
ciates in the Farm Bureau companies 

including the policvholders who 
own them 
sources into the fight. 


Europe.” 


are throwing their re 


A first quarter-century has. seen 
their resources multiply many times. 
Stronger selling not only may pro 
vide more security and opportunity 
for millions more policvholders 
but it may give them the tools to help 
make life more abundant for many 
others. 


SALES MANAGEMENT 


Hf your product belongs in metalworking... 


your advertising belongs in... _~-~7-74 / 


[WE WEERLY MADGATIVNE OF METAL WA 


Iny is done in the 
and that 1s the 
» STEEL. All tour 
the buving group read STI | 
These 18 manufacturers 
in 10,000 plants that do production of welding, soldering and 
brazing equipment and supplies 


And STEEL’s editors keep them 
advertised in STEEL during 1952 


new cde vclopme nts in weldiny every 


} 
yhout the vear. That's why STEEI 


rouy 


the logical choice as the baste paper to reach 
the S111 billion metalworking industry 


STEEL + Penton Building « Cleveland 14, Ohio 


MANAGEMENT 


PURCHASING 


You advertise in STEEL to reach 


all four buying influences 


PRODUCTION ENGINEERING 


.. the best-tasting whiskey in ages ere whiskey. You Mo i the ; 
in a gleaming, crystal- 
bright decanter 


at no additional cost 
pan 


Handsomely gift boved 


fer Convenient Guwing 
( ‘ 


ie 


Planned by 


MARKETING | (0c: 
PICTOGRAPHS fl ae 


Visualized and Designed 
by Hile-Damroth, Inc. 


EXTENSION OF EXCESS PROFITS TAX: 


ENCOURAGES WAV (UUW THIS FALL 


If a company wishes to spend more this year to make more next year, when 
taxes are likely to be lower, the Excess Profits Tax is made to order. The law 
favors the most prosperous company, for this is what we risk when we spend 
a dollar for advertising or for any other sales activity during the balance of 
the year. 
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THE CORPORATION THE RISK THE CORPORATION THE RISK 
MAKING UNDER $.70 MAKING OVER $.48 
$25,000 $25,000 

THE CORPORATION THE RISK ‘ THE CORPORATION THE RISK 
UNDER THE 70% $.30 IN THE 82% $.18 
CEILING RATE E.P. BRACKET 


There is a big pay-off in accelerating sales expenditures during the balance . 
of 1953. Over a period of little more than a year, deferment can increase 
the cost of every $1 spent in selling or advertising by 35 cents (from 18 
cents to 53 cents). a 


If the promotion is successful, the return (next year and 


But the money has to be after) will be taxed at a lower rate. 


spent this year; it can’t be 
handled by setting up cash j 


Added sales, once fixed costs have been met, will show 
reserves. 


gn additional margin of profit. t 


=> 


Probably no company wants x 
to pay Excess Profits taxes, 

but those companies in that 
bracket today need risk only 

18 cents on the dollar to 

gain these advantages: 


but customer reserves can be built from deductible 
expenditures. 


By building more customers the company may insure 
stability of earnings. 


(3 Cash reserves must be built from profits after taxes, 


PICTOGRAPH BY ‘@ 
Source: “Tax Shelter in Business” by W. J. Casey and J. K. Losser, Business 

Reports, Inc., Roslyn, L. i, New York 
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DETROIT’S 


RETAIL SALES 
19% AHEAD 


greatest gain OF 


LAST YEAR 
shown by 235 


U.S. cities! 


Ask Detroit business men, "How's Business?’’—and here are the answers 
you get: 


kor the first six. months of 1953. automotive. business was 336; 


ahead of a year ago. Department Stores went LO; ahead. Apparel 
and Furniture stores showed 13°) increases. Appliance sales 
were up 36°,. Lumber and hardware —each up LL). Drugs and 


(asoline —each up 5 C72.. Jewelry —up oo. 


Of the 225 U. S. Cities reporting total retail sales, DIE TROUT showed the 


vreatest 6-months eain of all! 


The reasons? e Detroit's population has shown a tremendous growth. 
e 18.161 new homes were built the first half of this year alone. e Almost 
1! o-million workers are employed. e Average factory wage rates are nearly 


$90 weekly —highest of the nation’s major markets. 


Ask The Detroit News, “How's Business?’’—and here's your 


answer: For the first 8 months of 1953, linage gains of The News over 
the previous year were MORE THAN A MILLION LINES GREATER THAN 
THOSE OF ANY OTHER DETROIT NEWSPAPER! The leadership of The 


News in its home market is today more pronounced than ever. 


450,054 Weekdays 552,238 Sundays ABC March 31, 1953 


The Detroit News 


THE HOME NEWSPAPER 
owners ond operators of radio stations WWJ, WWJ-FM, WWI-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


MANAGE 


TO SELL THE DEPARTMENT STORE: 
GO DIRECT OR THROUGH THE WHOLESALER? 


It’s a question that every manufacturer 


must answer for himself, but store buy- “Can you estimate approximately 


ing practices are revealed in a current how much of your store's total 


; ted f 
study of 1,309 stores whose operating y sates verwme is escounted fer by 


purchases through wholesalers ?’’ 
heads were asked: 


a a Dhara 
THROUGH Tt 


WHOLESALERS LARGE DEPARTMENT STORES ALL DEPARTMENT STORES 


4% 


& 


aS 


UNDER 10% 


10 TO 25% 


Bo $ 


OVER 75% 


— 
——— | —aet 


RESIDENT 877 | oF tasor stone 
BUYING | 
OFFICES 66% J oF meorumsizeo stones 
SERVE... 


/0 


PICTOGRAPH BY 


Soles Monagaeeal 
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Source: National survey by Frank X. Kiefer, editor, Department Store Economist 
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90.4% of the birds are 


in hand! 


Building product salesmen will tell you that the nation’s active architects and 
engineers are elusive birds. And only P/A has been able to capture so many of 
them! We now offer you the undivided attention of 24,675 of these men who head 


up U. S. building product and equipment specification teams. 


Among these P/A architect and engineer subscribers are the principals of firms 
designing 90.4% of the dollar volume of architect-designed buildings...as proved 
by a survey of projects now on the boards of architectural firms in all 48 states. 


This is the largest verifiable coverage of the market ever offered by any magazine! 


But that’s not all. P/A alone gives you top coverage of the entire specification 
team...including 10,769 designers and draftsmen. (And don’t let anybody tell 


you otherwise. ..these fellows have a lot to say when it comes to specifying!) 


For the full story, write or phone your P/A representative today. 


Architecture’s most 


widely read magazine... 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books 
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13 INDUSTRIES WIDE OPEN TO LEADERSHIP 


Every other year for the past ten years a Philadelphia advertising agency has polled 
representative consumers on their knowledge of brand names. This year’s survey 
among 2,511 persons in the $4,000 and over income group was made in Philadelphia, 


Chicago, St. Louis, Dallas and San Francisco, and covered 39 important department 
store and specialty items. 


HERE ARE 13 INDUSTRIES WHERE LESS THAN HALF OF THE CONSUMERS COULD RE- 
CALL ANY BRAND NAME: 


ANY BRAND NAME 


14% RECALLED, BY % 
GENERAL CONCLUSIONS: OUTDOOR FURNITURE 


1. Both men and women are more ie 7 
brand-name conscious than ever 
before. 16% 


IRONING PADS &@ COVERS 


2. Consumers frequently associate a 
brand names with allied products 
not made by the brand name man- OMAK 8 18 % 
ufacturer, thus suggesting oppor- UPHOLSTERY FABRICS 
tunities for expansion in a pre-sold 
market. Qe 
GN Pm | 


PLASTIC DRAPERY 


23% 
3. In a number of product classifica- a eonnasteny 
tions there are NO brand leaders, 


which suggests that in these indus- 27% 
0 


tries a great possibility exists for en 
a manufacturer to emerge with a WALL COVERINGS 


dynamic sales campaign and 


dominate the field. : 2? 8 % 


SUN GLASSES 


ee 30% 


DINETTE FURNITURE 


——g 


31% 


OTHER INDUSTRIES, DINING ROOM FURNITURE 
where less than two-thirds could = 
recall any brand name include: 3 3 % 
9 CURTAINS 


WOOL RUGS & CARPETS 

BED SPREADS > 

CHILDREN’S UNDERWEAR 

MEN’S SPORTSWEAR 

LIVING ROOM FURNITURE 
TABLE GLASSWARE /_TAME CLOTHS, 
‘CEDAR CHESTS | ' “if 


MEN’S WORK CLOTHES 40% 


COTTON RUGS & CARPETS 
HARD SURFACE FLOOR COVERINGS 


MEN’S SUMMER SUITS 47% 


WALLETS 


34% - 


BEDROOM FURNITURE 


36% 


Source: John Falkner Arndt & Co., Inc., Philadelphia PICTOGRAPH BY 


Ses Monagienal 
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EIGHT 
out of every TEN 
Detroit area families 


who read 


The Detroit Times everyday 


have their favorite newspaper 
—The Detroit Times— 
delivered DIRECT to their home 


by regular carrier boys. 


In the home 


is where sales are made. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONA 


SEPTEMBER 15 1953 
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IS THE SUPER THE MARKET FOR YOU? 


% 


OF SUPERS CARRYING 


WORK 
CLOTHES 


ELECTRICAL 
APPLIANCES 


IS THE SUPER 
THE MARKET FOR YOU? 


MEN’S 
SOCKS 


To what extent have the supers gone into non- 


food lines other than items commonly carried 
in all food stores, such as soap, paper products, 


RECORDS 


cigarettes, etc? 


The Super Market Institute has the answer as of 
late 1952: 


GREETING 
CARDS 


TOYS 


CHILDREN’S 
SOCKS 


NYLON 
STOCKINGS 


GLASSWARE 


MAGAZINES, 
GENERAL LINE 


BOOKS 


STATIONERY 


/ 
HOUSEWARES 


“| 
HEALTH & 
BEAUTY AIDS 


Source: “The Super Market Industry Speaks, 1952” 


PICTOGRAPH BY 


9-15-53 


— aes cee ee ee es es ee ees ee es es we es we es we ee ce es es a, ee ee ee es we ee ee ee ee ee 0 ee ee = oe ee ee ee oe = 
ee eee ee ee ee 


oe’ 


; et ow 


- 


“a oe a 


m+ ori 


Ti 7 Tt 


PACIFIC COAST, 
NETWORK RADIO 


IS YOUR BEST 
ADVERTISING BUY 


"eae 


AND DON LEE 
IS THE NATION’S 
GREATEST 
REGIONAL NETWORK 
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MORE STATIONS — With 45 strategically located radio 
stations DON LEE offers maximum Pacific Coast pene- 


tration that no other medium can touch. 


MORE ECONOMY-— DON LEE delivers more sales im- 
pressions per dollar. Each of DON LEE’s 45 stations was 
designed to give its market the most complete and effi- 
cient coverage at the lowest possible cost. 


MORE FLEXIBILITY—With DON LEE you can tailor 
your selling to your distribution. Buy only as much cov- 
erage as you need — one market or the entire Pacific 
Coast. 


MORE INFLUENCE — DON LEE can release your sales 
message from a local outlet in each of 45 important 
markets (21 of them where DON LEE has the ONLY 
network station). These stations are members of their 
communities, with strong local influence. You sell where 
the people live and buy. 


That's why DON LEE consistently carries more regional 
Pacific Coast business than any other radio network. 


People who know the Pacific Coast best use... 


The Nation’s Greatest Regional Network 


DON LEE 


1313 NORTH VINE STREET 
HOLLYWOOD 28, CALIFORNIA 


Represented Nationally by John Blair & Company 


How to Build Your Volume 
With Manufacturer Agents 


A "Rep" spells out 12 ways to establish a happy and pro- 


ductive relationship. How well do you practice each one? 


BY MARVIN LEFFLER 


] 
salesmen. 
Vou Allies 
epresenta- 


} 


ives 


whe ther 


re 7 
: ' 


decision ? 


Marvin Leffler is author ‘How to Become 
a Successful Manufacturers’ Representative 
He is executive vice-president, Continuous 
Sales Corp., Long Island City, N.Y 
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1. Select Your Representatives 


Carefully 


you 
ire placing youl sales future in his 
While you will pas 


tails to bring in the orders 


hands him noth 


-ot b ISINeSS whi h may 


of inept representation, 
baseball 
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pitcher will retire the opposing bat 


ucial vane the 


manage doesn t know i? the 
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the best 
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how good his reputation 
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een applicants care 

them personally 
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finally 
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customers, 


2. Avoid the Temptation to Retain 
House Accounts 


Want 
iy reasons 

mm) your representa 
itory some ot the better a 


Pe haps you ha ( been SCT 


ill resent 
personal attention. 
ason, vou cannot en 


total coverage trom 


representat ve you 
reluctant to handle 
insisted on holding 
You «an 
agent to 
petitive fo Vours. 
How then, can you expect him t 
that portion of the te 
volume which would 
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3. Give Your Agents and Yourself 


Contractual Protection 


wont be easy tor vou to sell 
manavement the idea of permit 
you to sign a contract with the 

select. NI any 


ves seek and accept the advant 


esentatives you 
of representative distribution 
avoid, it possible, the assumption 
written obligation. It is up to 
convince your superiors that 
agents services prove valuable 
they might be equally desi 
a competitor, Phe contract 

i one-sided instrument. 
Your relationship with your agents 
not only lack dignity if it can 
quickly 


are bound to adopt habits born 


abrogated but vou and 
responsibility. Unless a contract 
t may, tor example, comtort 
with the thought that you 

can choose almost anyone to represent 
you, since you may release an agent 
summarily if he proves incapable, ‘The 
ntative Wn turn, Way be 
tempted to milk 


when it SOUTS, 


a line and drop it 
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saddled 
went. You 
right fo terminate 


representatives who 
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with a pool 
mas retain. the 
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4. Accept the Fact that You Are 
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Time 
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different lines and 
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ile representatives 

0 eight 
~ incipals, Phey would 
{ lett hor selling if 
required them to 

and olften, meaning 


Don’t squander the time 
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MEN’S STORE 
ADVERTISING 1952 


Daily 717,122 lines 
Sunday 112,990 lines 


ROP Full Color available 
both Daily & Sunday 


BUFFALO 
COURIER 
EXPRESS 


Western New York's 
Only Morning and Sunday New spoper 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
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that takes weeks f 

He doesn t 


merchandise Is Hn 


e 
shipn ent 


pair 


tardy in shipping he 


that 


epresent 
dor 


j 
orders to keep Vo 


conclude vou 
need too 


| t 


Oued 


Many 
) on wheels t 


will slacken his 


pl in of action 


Irniny and 


ettorts. 
any 


esentative posted on how n un 


uid product an be 


he when you sit fis ct 
Your bes 
to keep your re 
its ion 


allocated and 


t 
( 
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10. Treat Your Agent as King in His 
Own Domain 
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SALES MANAGEMENT 


W he Nn 


‘ iles 


11. Don't Run In and Out of a 
Market 


12. Keep Smiling — Even When the 
Commission Check Is Big 


SEPTEMBER 15 


Moving ? O38 Call... 


Your ALLIED ag 


no.1 specialist 
in long-distance moving! 


wcgerritnty f 


Comprehensive Transit Protection means 
that Allied can assume on y 
full liability for the actual and declared 
value of your household goods, the broad classified telephone directory. Or write 


FREE Booklet to help you plan your next 
your request move. Get your copy of “Before You 
Move” from your local Allied Agent. See 


t transit protection available today. Allied Van Lines, Inc., Broadview, I] 
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We publish the newspaper that’s 
read in 3 out of 5 homes 
in Nebraska and Western lowa 


that’s a market of 1/2 million people 
with 2 billion dollars to spend 


Omaha World-Herald 


250,832 daily . . . 258,372 Sunday 


Publishers Statement for March 31, 1953 


O'MARA & ORMSBEE, National Representatives 


Home delivered 
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in 1141 towns 


MICHIGAN 
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IN % RETAIL SALES INCREASE! 
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EVANSVILLE STILL LEADS, 


INDIANA IN RETAIL SALES 
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business judgment 
from taking the 
step. Mr. X might 


r you SSVO.000 of business 


: ; 
but that adoesn ft mean you 


] 
‘ssman cou 


pense. 


It has not been the writer’s purpose 


ze sales managers who su 


¢ 


to rit 


pervise representatives, nor to sugg 
that agents are an independent group 
to be handled “with kid gloves.” But 
At irate reporting compels the adn Is 
sion that the motive has been simply 
this: The relationship between many 
representatives and their principals 
is tar ft 


they tend to treat each othe 


on pertect. In some case 
ponents rather than as allies. The 
pri 
of cooperation. Is the lack of und 


me reason tor this widespread lac K 
standing of respective responsibilities. 
[he case for the manufacturer and 
his sales manager has been Treque ntly 
~ esented, but the viewpoint of the 
representative has not often been. ex 
pressed, 
Kor Manutracturers of many con 
modities, representative distribution 
be the most economical and et 
ve means of increasing sales vol 
ume. If your products can be han 
dled successfully by agents, vou ll vet 
better coverage and more. for your 
money if you follow the recommenda 
tions which have been made. ‘The 
representative will work harder and 
do more tor the sales manager who 
understands his problems and _ treats 
him fairly. 


COMING 


Management By 
Committee: 
How It Works 


Is decision-making actually 
speeded up? Why are junior 
executives brought into policy 
matters? How does the presi- 
dent exercise his traditional 
authority to make spot deci- 
sions? 


By Charles W. O'Conor @ Pres. 
Compo Shoe Machinery Corp. 
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we've added this... 


a partial 

list of 
“Office 

Executive’ 


. fm ver" 
to this oon Ve, . ey, , advertisers: 


Art Metal 
Construction Co. 
Bankers Box Co. 
Charles Bruning 
Co 
Burroughs 
Corporation 
Chart-Pak, Inc 
A. B. Dick Co. 
Dictaphone 
Corporation 
The Denominator 
Co. Inc 
Diebold, Inc. 
Ditto, Inc 
Eberhard Faber 
Thomas A 
Edison Inc 
Evans 
Specialty Co 
Friden Calculating 
Machine Co. Inc 
The General 
— , ° Fireproofing Co 
a winning combination ee ; 
anufacturing 


for the advertisers of; | OFFICE MACHINERY Co 


International 


OFFICE SUPPLIES Business 


Machines Corp. 
Marchant 
Something dramatically new has been added to this OFFICE FURNITURE Calculating 
old standby! OFFICE EXECUTIVE now guarantees an ABC audited Machine Co. 
gesmerpntig BUSINESS FORMS ce 
paid circulation of more than 14,000 office managers, Calculating 
general managers, company officials, purchasing agents and BUSINESS SYSTEMS Machine Co 


Mosler Safe Co 
other key executives who spend millions each year for products National Cash 


and services to run their offices. Make sure you get all the facts. Register Co 
, National 
Vulcanized 
Fibre Co. 
Outlook 
Envelope Co 


“Office Executive” ABC circulation 14,277 = 


Rand, Inc 
(December 1952 audit) Rite Line, Corp 


Underwood Corp 
ViSlrecord, Inc. 


published since 1933 by NATIONAL OFFICE MANAGEMENT ASSOCIATION 


132 West Chelten Avenue, Philadelphia 44, Pa. 


SEPTEMBER 15, 1953 


HALF THE BATTLE for sales is getting people irto the store, says Armstrong. Stores are 


advised to budget 4°%, of annual sales on displays, advertising and promotion 


What Can We Do 
To Grade-Up Our Dealers? 


Armstrong's management manuals and bulletins provide 
one practical answer. Principles presented in them are 
based on field studies of retail operations in specialty, furni- 
ture, department stores, and among flooring contractors. 


An interview by Alice B. Ecke with 
R. C. STABERN 


Director, Bureau of Merchandising 
Armstrong Cork Co. 


tr weapon fol 
“protession 
dealers 
are 


id wall 


tlesmen \“ th tacts a 

sp ngboard which = they 

develop izeressive loval key accounts, 

Gjrade-up dealer operations by 
} ] t 


dealers oO Talse their 


show ng them how to 
merchandise and sell; 
them on merchandising 


which they can. benefit: 


wholesale salesmen 

more abou etail operations so thes 

an sell retailers more eftectively ; (e 

selling the idea of good installat ol 

facilities the lack of which currentl 
+} 


1 1 { 
han pers the Sale Of some oO i¢ 


n, manager of A ire 
\erchandising points out, The 

problen s that can » solved 
iny one ure-all. “The in be 


solved only by steady pl ivving toward 


wine 


i Tiuture goal.” 
How was it determined where that 
iture goal is? 
“Before we could decide, we 
to find out a lot about the retail situ 
1 today,” savs Stabern. “Atte 
did that we conducted a survey 
reta lers throughout the country du 
ing 1952 . and collected more fa 
on the retail scene than we ever did 
before. It was a real cross-sect on.” 
Questionnaires were designed to 
take up as little of retail nanage 
ment's time as possible. \verage Tinnye 
required to fill out the questionnaire 
sent to furniture stores was 17 min 
utes 
Here are 
! 


the Survey du 


Specialty stores: The average tora 
sales for last year’s operations, 3134 
940. Fifty-five per cent are in cities 
less than 100,000; 25¢7 in towns less 
than 25,000. Ninety-two per cen 
have their own nstallation crews. 
Forty-nine per cent pay the sales 
men a salary, 32 salary and con 
mission, 406 traight commission. 
Thirty-five per cent of smooth 
face sales are to man and wife 
binations Average labor cost pei 


stallation only Sc; ot sell ny pi 


Furniture stores: Seventy per cent 
ire lo ated n cities less than OO) 


mm cities Oo 


population and only 467 11 
over 00.000 population Thirty per 
cent plan resilient flooring depart 
mentalization. They sell 4367 of the 

isph ilt tile over the counts 34°; ot 
linoleum { l H \ t les, 
Sixty. pei > pay the salesmet 
straight salary; 297 salarv and con 


Mission; straight 


Flooring contractors: ‘Their ope 
tions are not contined to the big 
32°) of the firms s 
n cities of TOO.000 
populat on or smaller. ‘Total volume 
of sales last vear: ISA unde 
OOO; 25¢,, SSO0.000-150.000. 206 
S1TS50,000-300,000. 7+ S300 000 


4 ¢ 


400 000. S8Op. S400 .000- S500000 - 
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Something New and Sensational on the Packaging Horizon... 


THE REYNOLDS WRAP 
PACKAGING - PROTECTED With 


ALUMINUM 
PACKAGING 


— 


PUDD 


1103 
lamuts? fe 


NoLzomaRcanine| | 


¢ A 
ANNED IP ’ 
tere : 


Foil Packaging Boosts Sales! Youve seen the 


t Reynolds-wrapped products, 


! 


And 1h \ the reasons... brilliant eye-appeal, 


ikKcS Custis ers repeat 


Now make your Fol Package boost Sales stall 
higher! Do it | King every shopper recopnize 


ir package 7 yily as aluminum forl...wath 


New Way to this Extra Sales Pe 


The REYNOLDS WRAP PACKAGING SEAI 
i? FREE! Powertully 


red and disploy® to Reynolds W 


. ec 
am is prot g known! 


finest packagi" 


Revi Sales Olftice write 
Revnolds Metals ¢ ompany, 
F Od ttree | ‘ Kentuck 


SEE MISTER PEEPERS.” starring Wolly 


REYNOLDSS8ALUMINUM 
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RIGHT FROM THE 
HORSE'S MOUTH 


"YONNE SAYS: 


I've looked into ali the 
MARKET DATA facts about 
METROPOLITAN NEW 
YORK and found Bayonne 
is typicol in ALL major 
categories. Moke your next 
TEST in Bayonne it 
costs just pennies by com- 
parison 
Send for the revised 1953 up-to-the- 


MARKET DATA FOLDER 


“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


BOGNER & MARTIN 


trianuite 


Nationally 
Represented By 


MANAGEMENT looks 
to the ACCOUNT 


for the 
dred of record-keeping, 
and 


‘ANT 


advice in 


reporting, insurance 


jinance. Send for ‘‘the 
ted party t 
a a? 


CIRCULATION 
63,066 
ABC 


270 MADISON AVE 
WEW YORK 16, N.Y 


— America’s foremost accounting 
and financial management magazine 


ree yourself of the expense 
anditrouble of maintenance, 
bookkeeping, capital invest- 
ment’ FLEET RENTAL is. the 
modern business way of enjoy- 
Ngeuniform new car fleets 
lowest cost. , 


a 


own’ Auto Rentals design... 
yeGial plans for invididual 


6et' needs. All costS#TAX 
(DEDUCTIBLE. @ Immediate™™ 
delivery of new 1953 autos. 
° rite for TOWN folder. 


Reduce selling cost pay salesmen more 


2°/, Commission on All Sales Over $4,000 


Mcnthly Selling Costs 
As % Of 


Total Monthly Total Monthly Salary 
And Comm 


$24 


‘ n 
$$10 


e 
Sales 


34 


Commission on All Sales Over $4,000 


Monthly Monthly Selling Costs 
Sales As % Of Sales 


Salary 


Total Total Mc 


And Co 


a 


ssion 


Commission on All Sales Over $4,000 


Total Monthly Monthly Se ling Costs 
Sales ia T CF And Commission 
$ 4.000 6.0% $240 

000 5.6 280 


6,000 320 


Total Monthly Salary 


cI 
2aies 


7,000 
8,000 5.0 
9 000 49 
44 


10,000 


In this table Armstrong shows department stores how the total direct sales costs 
go down below 6°, as volume increases. The base monthly salary in each case is 
$240. Some stores pay their salesmen a flat commission on all sales with a small 
added percentage on all sales resulting from measuring and estimating in the 
home. The extra percentage encourages the salesmen to make more 


the to give 


productive 


outside calls. Salesmen have incentive extra effort—extra effort 


produces extra business. 
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> an how middle-ot 


1900) 


cents more OW 


in entory last ourse 
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They 
lean on while 

the future 
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order, 


need 


seventy five need a 
than 100 
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he Ip. 
n cities of less they set 
vht per cent have 
They 

they sell 


S90, 


are 
Fitty-« 
installation service 
the 
asphalt 
ity tile. 
oht on 


k even, 


and 
n better , 
But 
OW 
they 
()n 
like a 
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about 
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linoleun what 
tile 
Forty three per ce 


nstallat 
Forty 


ot 


te lling 


isinesses 7 


he 
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40°; 
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and int Ho 
st thought 
valid 
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that 1 
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ION Service ; 
pay 
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per cent reason oul 
14% 

hty-one pet 
and turn thei 


COMMISSION, stra con aft our survey returns, espe ally 


on. Kig v nal notes we note that 


year, hungry for mtormation., 
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retailers 
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three 
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“But looking 


e 


SALES MANAGEMENT 


s b&b 


as oS yo a 
Assn: ) of 1g is A i 


4A ,1IT RICH” IN OUR COUNTRY 


All signs seem to point to razor The same goes tor cereals, 
sharp competition ahead in soaps, lots of other things 

metropolitan as well as farm By advertising in GRIT your 
markets. So this is the precise cals 
time to take a look at) the 
16.000 Small-Towns of GRUI 
\imerica, stands out 
this is tertile territory—with his 


S-Mmessave vets Cominance 
its far freer trom compet 


tion You product really 


then explains why 
vreat sales pot ntial - mn t 


market larger than Buflalo 
Cincinnati, Kansas City, Minn 


lis 1 Seattl ) 

eapot mad ‘ ( Con 
’ . well be glad to shou you Case 
bined 


Claims” are paying off richly 
in GREP America 
If you'd like to know more— 


histort l ! 
Phese 16,000 Small-Towns, tor ; 7 history - 


hou t/ t 
the most part have no daily other advertisers have 


newspapers. Here more than struck it rich in our country 
34 million people read GRII 
Cae h lee k 


They are better than average 


customers 1.2 members per f : {3 
family as compared with the o = 
national average of 3.5) They 


AUS, 

yen 
use one-fourth more tooth A Ball 
paste than most U.S. families — : 


—j 


YES—YOU CAN STILL STRIKE IT RICH 
IN OUR COUNTRY! 


Wy, 


SY 87 
warexrrrrrrs >? ia2312 4 errr as 
= ca 


Po [Ame wit AS (EMEATE SY fear x swe WSPAb ak 
WILLIAMSPORT, PA 
Represented by Scolaro, Mecker & Scott in New York, Chicago, Detroit, 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco. 
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Sample No. E-56 
Size closed 
3° x 4%” 


the Holiday Seasou.... 


but all through the year, give memo books to 
your customers—distribute them at meetings, 
conventions and your trade shows. Have your 
salesmen give them out on their calls or insert 
them with your mail, 


With your ad gold-stamped on the front cover 
and additional advertising copy printed on the 
inside of the cover, these memo books put your 
name right in the hands of the people you want 
to remember you. 


Available in various colors and grains of gen- 
vine and imitation leather. Tell us how many 
you can use and we'll send a sample and give 
you full cost information by return mail. 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE ¢ NEW YORK 16 
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or salesmanship 
mansh p that eliminates 
“Tf that is accepted, then one of the 
iin jobs of n 
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t rs how to 


c step by step: i ft m 


Store 


Easthampton, Massachusetts 


stores. There are. six chapters: the 
of the 


the suce ess, how 


a bargain basement only 
Spec ialty 


they 


SLICCESS STOTC 
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why merchan 
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But 
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when the iS dise, some cautions; selling—creat 
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wants, taking store customers to the 
making a nstalled floors, selling 


and that opens the door 
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help in homes, selling 


needs 
in general, a plan for sales; advertis 
installation 
the ad 
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ing, promotion, display; 
all about 


Vantage ot 


s sales 


“‘lay-it-vourself,”’ 


con petition, 


inufacturers today and stallation; making money capital 
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CONE s fo show ( 
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needs and uses, profit on sales, returt 
forecasts, making 
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someth ny investment sales 
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when a +5 page book 
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In Decet last 
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\l inagement W 


pe alty 


al oT In Apr | i 33 page manage 
ment book was sent to all departn ent 
mailing list 
presenting all the facts on how a de 
be eftective 


n selling resilient flooring and 


stores on the company’s 
the 


S store 
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In pla n tal partment store can an 
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omplished is the impression 


y made on department store 
Stabern points out 


e department 


! 
actor nm tre re 


lient floor and wall cov 
ndustry that has grown 
115¢@ since 1946 
management book tor de 
partinent stores we reveal what has 
happened to the department store 
based on the findings of our survey 
As with stores in othe: categories 
esilient floor and wall when we search around tor some 
store department layouts thing the department store can sell 
Suggested floor layouts tor retailers the one thing that otters the most 
retailers’ prospects possib lity in our business is installa 
Arn ! if aT i n onthly tion service the one thing that 
p iblication ti management S urbiquie ly the resihent floor and w all 
salesmen and mechanics. overing department managers vers 
\l scellaneous booklets on sell ny, OWR sss the one thing he can take 
ita for mechancis; time nstallation and store management pride in and. talk about... the one 
stallation profit analysis Ad-mats and radio and thing that will separate him trom his 


job control forms. innouncements ompetitors 
ns mailed h Display materials and suggestions “We are answering in a practical 
for window displays way such questions as these: Is_ the 
the d idea of selling installed floors out 
so tar? moded ?) Isn’t) over-the-counte 
+] 


) 


1 
chandising i Coming th ny 


“This is the size we use in the Growing Greensboro Market!" 


IT TAKES A LOT OF BIG GAS PUMPS to keep 
cars on the move in the Growing Greensboro ABC 
Market, here in the South's No. 1 State! 
Example: nearly $106-million was spent to satisfy 
the automobile buying habits of people in the 
thriving Greensboro market. More astounding yet, 
is the sales gain in car purchases, 1952 over 1951 

in which the Growing Greensboro ABC Market 
showed a gain of 3128.8‘) over the gain for the 
entire state! ... And that’s just one part of the 
sales picture in a market that cruises along with 
15 of North Carolina’s total sales of food, drugs, 
general merchandise, furniture-household-and-radio, 
purchased by 1/6 of the state’s 4,230,100 people 
. .. If you’re looking for sales in a market that i 
howing steady gains during the long pull better 
ask for the complete story about the GREENSBORO 
NEWS and RECORD 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolinal 


Greensboro 
News and Kecord 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Se ee a 


Sell your product 
—1000— 


times a day 


with Tuaprinted 


LISTO 


MARKING PENCIL 


SELLING THE 
GROCERY TRADE? 


eryone in the grocery trade knows and 
uses Listo' Thousands of markets from 
per markets to small stores use Listo 
M ake 
our selling tume with 
Imprinted Listo Pencils 


to price everything in their stock 
ther pricing tune 


=. | 


SELLING THE 
HARDWARE FIELD? 


Listo writes on everything! Glass 
metal paper, cellophane —to 
Hardware 
pend on Listo for marking all the 


wood 


name a few dealers de 


merchandise, Give them the premium 


Imprinted Listos! 9 
Whites om Ex 


SELLING THE 
DRUG MARKET? 


Cosmetics, sundries and proprietaries are 


they IL use 


WRIGHT'S SILVER CREAM 


America’s Largest Selling Silver Cieaner 


juste a few of the many surtaces for 
Listo’s clear, easy-to-read prices. For less 
than 25¢ your sales message will be read 
1000 times a day for months 
Imprinted Listos! 


with 


EXTRA HEAVY LEADS THAT 
WON'T BREAK OR FALL OUT | 


Only l has the patented f 


which prevents 


COLORS 

GREEN BLUE 

RED YELLOW 
ye ee 


LISTO PENCIL CORPORATION 
Dept SM 1925 Union Street 
Alameda, California 


Gentlemen 


Please send me full details on how we can put 


Listo Imprinted Marking Pencils to work for us 
NAME 

COMPANY 

ADDRESS 


city 


Lowceeemewmwe 
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\WVHEN advertisers buy 
more total space in 
The Miami Herald than 
in the Chicago Tribune, 
the Los Angeles Times, or ay 
other morning newspaper*, 
it’s sure proof they’re 
profiting mightily from 
Florida’s billion-plus 
Gold Coast market 


°ogcce 


— and the low-cost coverage 


Che Miami Herald 


...Why don’t you? 


*The Miami Herald led all morning newspapers in total adver- 
tising with 15,729,350 lines—Ist 6 mos. 1953, Media Records 


JOHN 5S. KNIGHT, Publisher STORY, BROOKS & FINLEY, National Reps. Affiliated Stations -- WQAM, WQAM-FM 
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“Why Doesn't Kraft Knock Off 
All This Expensive Advertising’ 
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SIMMS 
ya Cog 
ViOGET Copp 


In Chicago, it takes 2— 
to get a lap ahead! 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


CHICAGO 


:/ SUN -TIMES 


211 W. Wacker Drive, Chicago * 250 Park A 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE 


REPRESENTED BY: SAWYER-FERGUSON-WALKER (O.; LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA @ 
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Phe objective of our advertising is to make the public conscious of the value 
t the Yellow Pages of the Tele phone Directory as a buyer's guide. We have 
Cay} ain VOCr al pe riod of ten Vears around the slogan ‘Quick aS a 

Yellow Pages tell where to buy’. Winking animals, birds, fish and 

been used and poste adv rtisins has been a we nderful vehicle 


story colorfully and, I must say, effectively 


standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 
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LY & SONS * CENTRAL OUTDOOR ADVERTISING CO IN¢ > THE PACKER CORPORATI 

YMPANY °* JINITED ADVERTISING CORPORATION °* WHITMIER & FERRIS 

YSTER ADV. CO ING * RICHMOND POSTER ADV O. * £—. A. ECKERT ADVERTISING 
of the nation S« f TER F STER SERVICE © SLAYTON & COMPANY © THE HARRY H. PACKER CO ) POSTER SERV 
4 T YUTDOOR ADVERTISING CO * BREMERTON POSTER ADVERTISIN ( ( f TEVENS 

consumers . ONS<¢ ADVERTISING CORP. © LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 

VERTIS! ; co * VERMONT ADVERTISING CO . TARK POSTER SERVICE 
DC LDVERTISING INC., 444 MADISON AVE NEW YORK CITY 
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And on a national basis, First 3 
Markets Group delivers a highly 
profitable audience of 53° 7 of all 
families living in 45 of the 162 
major Metropolitan County Areas 
throughout the nation. These 
15 areas account for 25 ‘of Total = er Sa > New York Sunday News 
Retail sales, 23°% of Drug sales, > Ne ( VP ctacnmn Macias 
. a4 of Food sales, 28° of gi ) E . “5 j Chicago Sunday Tribune 
Furniture and Appliance sales, and , | é | 


Magazine 


36° of total U.S. Apparel sales. : a ay Be, : : ; 
KETS GROUP ; Philadelphia Sunday Inquirer 
Increase your sales with this 1 great buy: | : u “Today” Magazine 


New York 17, N. Y. Newa Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, 1U., Tribune Tower, SUperior 7-0 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 


Loa Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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‘The company’s product an ore 
Country Gentleman Poultry Tribune 


known as vermiculite which is proc- 
Farm Journal Successful Farming 
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‘ ae, ” ently began to supplement this with 
MAKES you money . idvertisements urging the farmer to 
_ insulate his home tor added comfort 
and savings. In general magazine ad 
vertising we have used the do-it 
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temperatures of 2,000 degrees are applied to vermiculite the moisture turn 
and the flekes to about I5 times their original size 


thousands of minute dead air spaces in each granule 
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Zonolite (trade name) plants are either company-owned, or operate as sut 
sidiaries. or as licensee manufacturers. And they're all dedicated to the propos 


tion of processing the vermiculite ore taken from the mountains of Montana ar 
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South Carolina. All plants manufacture according to specifications set up by 


Chicago office 


These plants have an approximate force of 200 salesmen serving jobbers ar 
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and plasterers extolling Zonclite products 


The company has a new concept of its market seldom heard of in the build’ 


industry. It sends out researchers to test vermiculite insulation that was instale 


a quarter of a century ago. “Nobody has ever thought of checking back ¢ 


performance of insulation,’ the company maintains 
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MANAGEMENT 


Selling your product 
is his business! 


The job of the national Trade Mark Service representative 
of your telephone company is to help make your advertising 
produce more results. 


He has worked with leading advertisers of branded prod- 
ucts in many lines. He has shown them how Trade Mark 
Service in the ‘yellow pages’ of the telephone directory can 
be used to direct prospects to their authorized outlets. He 
would welcome the opportunity to prepare an identification 
plan, tailored to your sales and advertising program. 


His experience can be profitable for you. A few minutes 
of your time will prove it. Call him today at your local 
telephone business office. 


KT Las 


You'll find more information in Standard Rate and Data (consumer edition) ‘x, 


. > 


» , . 
: According to Strand, Zonolite is 
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“ . the do-it-vourself theme: “How to 
i eD . insulate in one afternoon, for as low 
\y : ‘ . as 367.60 and ofters a tree booklet 

7 
\) FIRST PLACE AGAIN (7. 3S ‘2% describing the simplicity of the whole 

4 Y operation, 

IN 1953! WV ¢ . 4 Publications that carry r will 
carry ) Zonolite advertising are the 


~ : Saturday Evening Post Better 
, . re Ilomes and Gardens, Farm Journa 

. a : Country Gentleman Successful 
i [st } ' ‘ Farming, Poultry Tribun {mert 
Awards Made for Soe Ne can Hiome, Popular Mechanics; 2 
Outstanding Merit ie 1umber of business magazines in the 


. . . . © . . b Uidine Wild: ri ce ra ecOr 
and Distinction in Production of Decalcomania Lithography wane ot sagee - fe = 


for the second straight year the decal you bring your decal transfer prob- Builder, Practical Builder, llouse and 
industry has been invited to com- lem to Meyercord you are sure you Ilome, Plastering Industries, Plas 
pete in the Lithographers National will receive the counsel of carefully terer and Cement Mason. Building 
Association Awards... and for the trained and experienced people... Standard Monthl, 
second straight year we proudly backed by the finest and most com- 
acknowledge the winning of FIRST plete laboratory and production 
PLACE by The Meyercord Co. facilities available. Count on Meyer- 

It is important to you to know that cord for the right decal for every 
The Meyercord Co. has been hon- commercial surface and finish, Back-Up for Dealers 
ored by expert judges recruited from Your inquiry is invited—drop usa 
top levels of the graphic arts. When line and tell us about your problem. 


plus a long list of 


-and regional publications. 
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yy mounted on a hard cardboard ‘“‘stick”’ 
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U.S. population-wise, it Zonolite dealers are also furnished 


NEW OFFICIAL rates 31st in Net Per Capita two newspaper advertising mat plans 
CENSUS Effective Buying Income. designed to tie in with the company’s 
This income, coming from national campaign. 

105,438 {22 diversified manufac- Voday's farmer is producing more 
City Population turing industries, anda per acre and per hour of labor than 
wide and rich agricultural 

area, makes Rockford a materials and equipment. “Vermic 
top market for your lite, with its multiple uses,” Strand 
product. The Rockford avs, “is one of the technological aids 
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’ ’ rep + res de t 7 
gut TOP IN Fee, this area I ial — Pre 1dent \. .. 
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KFORD 131,123 A.B.C. CITY ZONE ee oe ee 
‘rmiculite. We have currently re 
441,222 A.B.C. RETAIL PRADING ZONE gained business we had previously lost 
materials. 
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he 
AmERICANWEEKLY 
creates WN'THUSIASM 


Growing! Growing! Growing! ...The American Weekly, with its Sept. 13th issue, 
hit an all-time high in advertising revenue for a single issue— 
and current estimates indicate a gain of over $4,000,000.00 for the year! 


Enthusiasm is interest raised to the buying pitch! 
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Thousands of 
Sales Executives 
Are Using This 
Book Profitably 


It’s Yours Free... 
THERE'S NO OBLIGATION 


Sixteen pages of facts about 
successful industrial advertising 
programs. Learn why other manu- 
facturers, converters and distribu 
tors use low-cost, proven Universal 
Match Book advertising to develop, 
maintain customer 


improve and 


relations increase sales and 
profits. See how these companies 
extend their sales efforts with in- 
dividually designed Match Book 
distribution plans to reach specific 


markets. It's important reading in 


these days of competitive selling! 


Write for your 


free copy today 


A 
o 


UNIVERSAL MATCH 
CORPORATION 
Serving the Nation and f S 
1501 Locust St. ¢ St. Louis 3, Mo. 
Sales Offices in Principal Cities 


te RB r 
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Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Servico Bureau, SALES MAN 
AGEMENT, 386 Fourth Ave.. New York 16 
N.Y. Reprints may be ordered by number. 


REPRINTS 


27% What Distri utor Salesmen Want 
Most in Meetings, by Louis H. Brendel 
Price Li 


» Determine If Your 
ld Door-t 


Prod 
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vid Markstein 


Price 5« 
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When the Buyer Says, 
W. C. Dort Price 5« 


Buck Fever 
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Price 25 
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R. Hahs 
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men, by Jack W. Thompson Price 5¢ 
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for Salesmen b 
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John HH Caldwell 


Half Failure \ 
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md Arthur A 
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Price 10« 
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C. Christian Price 10¢ 
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Dan Price 1 
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¢ Westinghouse 
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Carlton Jones. (Price 10c 


Salesman For 
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263—lHow 
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262—Department Store Membership in 


18 New York Buying Groups 


Price 35« 


261—Cost of Operating Salesmen’s Cars 
1950, by R. E. 


Jumps 6 to 15° over 
Runzheimer. (Price 10 


260—Profit-Sharing Pool Puts Incentive 
Into Industrial Pay Plan, by A. E. Tur- 


ner Price 10¢ 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available until present limited stocks 
are exhausted. (Price is indicated.) 


CANADIAN 
Power 


EDITION 
Buying May 1 


41.00 
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SHOP TALK 
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When the Call-Report 
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Program Pays Off 
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nditioner 
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Sales Wins a Bigger Voice on Biggest 
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Price 25 


Company 


Hughes 


Scheme: the 
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New tn the Distribution 
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Price 25¢ 


bber, by Gidlow 


Trains Salesmen 


Price 35« 


Snap-On 


Benefits 
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the Beers Price 10 
Phat Leave 
Hahn 


Farm Market Sales Tactics 
Juotas Far Behind, by A. R 


Price 25¢ 


Skil Helps ‘em Find It 


ne Book Price ‘ 
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POPAI 
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\ Report on 


Price 50 
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Svmposium 


Do You Treat Canada as Just An 
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Do Newspapers 
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Price 10« 


PHE SALESMAN’S CREED,” by W 
( Holman. A made in 
1 size and format suitable tor framing 
Actual size: 11 x 15°. On fine 
stock: in color copies $1 

3 to 11 copies, 75¢ each a dozen 


More than 12, S0c 


spec ial re print 
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NO OTHER 
RADIO STATION 
REACHES AS MUCH 
OKLAHOMA BUYING 


POWER AS WKY! 


THE 58 OKLAHOMA COUNTIES IN WKY's DAYTIME NCS COVERAGE AREA CONTAIN... 


73% OF OKLAHOMA’S RETAIL SALES 

71% OF OKLAHOMA’S FOOD STORE SALES 
74% OF OKLAHOMA’S DRUG STORE SALES 
74% OF OKLAHOMA'S AUTOMOTIVE SALES 
88% OF OKLAHOMA’S GROSS FARM INCOME 


Based o 52 NCS Report and 1953 gement ey of Buying Power 


NO OTHER RADIO STATION REACHES AS MANY OKLAHOMA HOMES AS... 


G (i OA 
% 
re 
Aivd Udi EI 
Radio oklahoma City, Okla. 


930KC 5000W NBC 


As told to Ruel McDaniel 


BY T. G. HARRIS, JR. 
Manager, P. K. Dudgeon Co.* 


1. WORTH TOOL BAR: More stock, better display double sales in a year. 


A Small-town Merchant's Plea: 
“Gives Us More Good Displays!” 


Meet T. G. Harris, Jr., hardware merchant, who has some “10 studies me small-town 


hant’s needs, and who then « 


earthy advice on dealer aids. And read his analysis of — displays and ot vv sales aids tor 
what's right with displays provided by some of his suppliers. chekiary Whe sececenet: Wel io oon 


h s OWT] 


mall-town 1 


d lazy and 
eally 
perpetu t 
ks be 
to 
il manager duties t manutact ds tor merchants. 
* enabled us 
fr expert mei 
‘set to institute a chandisers hologists and display 
dea \l . Kelley . men, without cost to is. Our manu 
repal or Hen facturer aids are worth more to us 
ibout painting his l actual sell ney than n extra sales 
drop everything 1) without the aids—would be. 
enables is to 
hanits ire 8 : nm some measure to oul 
wo ked be it il vol me ¢ 
not pustity ‘F special sts 
small-town 1 hant who has ; day tor us to do the things we wo un 
in the wavy of merchandis 4. SWAN SAID Sicck more, sell more.” 


display The manutacture Dealers find it works 


*Port Lavaca 
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Dr TROT se 


even in rea 


i 


3. TOOL ACCESSORIES sell faster 


light bulb sales, too. 
I “ | 

about one-third the distance be 

| store 


l tool display 


will trighten away some of Vout! 
att spot 
front ane ot the 


will hot 
tween the 


Cal 


and you 
il ot the aids wh ilong the aisle leading trom 
trance to the main-tloor othee. 

utilized 


Casing bus Hess 


that we have 
al d We 


volume 


cost I In the Veal 
anutactua this practical 
Southinete have more than ce 

ot hor sehold tools. Volume 


led abou 
© we dl splayed house 


nin 
idditional sales 
“tool ba ! manutactures 
Stow & Wilco wubled the 

t 

ncreased 
hort only be iu 
hold tools attract 


( Wot 


when d il 
t 7) el] Wi 


} 


( 


tool layvou 


t the 
1 tool 


oO 
le irned that 


house 


} 


2. is 
EFER VARIETY 
t to ther 


6. WOMEN PR 


lay gives 


5. NOW 24 KNIVES are displayed 


ne selling 


It's ¢ 
5 Tu 


place of seven 


SEPTEMBER 


not 

to he 

want 

limites 

store 

n the 
One 


isehold 
t and display 1 
Works, New sit 
Alrho oh we have had 


Tew weeks 


Fast Inventory Check 


the thin 
Is is that we are able 
perpet ial nvento 

k without the 
nvolved eal pe 

\ll s shown 

that i clay to-day 


nventors ind 


d splay nit we 
than 
bought 

display fixture 
Weh ive sold abe if 


rarden hose this 


e hose 


ha ¢ 


i e the 


c small town 
iluable as that 


i shed by 


s a simple little up 
ght case featuring Camillus pocket 
‘s (Camillus Cutlery Co. 
N.Y.). Formerly 
only six or seven sizes 
pocket knives. To 
charge 
red to stock 24 different sizes and 
of knives, with a 
Knife 


mmed) itely, 


init without 


wide 
doubled 

and none of the < 

ers is a really seller. 
number is shown in the d splay case 
which is small 
display counter and to be moved with 
case, 


sales 


I slow 


enough to set on a 


parallels out 
tor knive Ko 


ibout four. siz 


with the disy 

we sto ked only 
When a Wiss salesman per 
suaded us to stock the full Wiss line 


in order to vet the spec al display 


} 


SCISSOrS, 


init, we discovered that our scissors 


doubled. We 


women 


sales than 


that 


More 


were 
were so dis 
riminating in the select on ot simple 
shears 


surprised 


Keven sin 

and t 
Manitacture displa l 
selection. We show a full line of Cen 
tury drill bits (Century Drill & Tool 
Works Ch ago with sizes and 


Has ath 


“Of course I destroyed your letter 


prices plainly marked, so that cus- 
tomers may help themselves; and ad- 
small display unit we 
a similar display of Ace taps 
(Henry L, Hanson Co., 
Mass. These displays 

of 


he rear of the store, near 


joining this 


Carry 


ire far in 

our shop tool display, and mechanics 
see them and buy on impulse to a 
irprising extent. 

A G-E light bulb display unit, com 
plete with ample stock in all popular 
SiIZ@s, shown just inside the entrance, 
has tremendously increased our light 
bulb sales. 

What 


these practical manufacturer aids is 


mportant about 
| 

that they work both ways. They not 

only ease the way to practical met 

handising for the small-town mer- 

hant and help him to increase 

b it they 


business 


sales 
ncrease the manufacturer’s 
n d rect proportion. 

We need more aids tailored to the 
small-town 
and the best way for the 


needs of he merchant, 


manutac 
turer to know when a. proposed aid is 


practical for the small-town merchant 
s ft test it on salesmen who cover 
towns. Their advice 
than all the 


d spl i\ 


often 
( worth more 
knowledge ot the 

whose thinking is confined to elabo 
We need more down 


less o| Wo! 


expert 


ite city stores. 


to-earth aids 


yw 


I thought 


you were just letting off steam.” 
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These 9 keys 


T T 
an —_- 


e 
\ 
100 ' 
tl, — 


make statistical typing 


as fast and easy as regular typing 


Every typist can be a statistical typist with 
IBM’s electric decimal tabulation . . . nine 
keys, built right into the keyboard of an IBM 
Electric Typewriter, take the drudgery out of 
tabular typing, make it as fast and effortless 
as typing a business letter. 


The mere touching of the proper decimal 
tabular key speeds the carriage automatically to 
the correct amount position within the column. 
Each figure lines up exactly, with no back- 
spacing, no waste hand motion, no lost time. 


IBM Cloctic 


SEPTEMBER 15 i9S3 


owrddens 


INTERNATIONAL BUSINESS MACHINES 


This same model, having all the advan- 
tages of standard IBM Electrics, produces 
better-looking work in less time, with less 
effort on every typing job. Write today for a 
demonstration or illustrated brochure on the 
IBM Decimal Tabulation model. 


IBM, Dept. SS-2 

590 Madison Ave., New York 22, N. Y. 

(1) I'd like to see ihe IBM Electric Decimal 
Tabulation Typewriter. 

() Please send brochure. 


Name 


Company 


Address 


City 


Another reason why Architectural Record 
leads its field by 1,000 advertising pages a year... 


BUILDING MARKET COVERAGE 


There is no need to speculate about the extent of your building market coverage 


as an Architectural Record advertiser. 


You can be sure when you advertise in Architectural Reeord that vou are 
reaching those architects and engineers who verifiably are responsible 

for 85°. of the total dollar volume of all architect-designed building reported by 
FW. Dodge Corporation, including both nonresidential and residential 


projects of very small to the largest sIZe. 


You can be sure because Architectural Record is the one magazine that can document 
its building market coverage with Dodge Reports of building activity whose 


completeness and accuracy are assured by more than 1,000 trained newsgatherers. 


Architectural Record is able to mateh the names of its subscribers against the 
names of the active archites ts and engineers contained in Dodge Reports 
and accurately determine not only its coverage of the building market as a whole 


but of every major type of building activity." 


We think you will agree that Dodge-documented coverage of the building market 

is a sound reason for advertising in Architectural Record. [tis a basie reason 

why 543 building products manufacturers (two-thirds of all advertisers 

in one or more of the three major architectural magazines) are putting the Record 


ahead of us hield hy 1.000 advertising pages a vear, 


ize checks covering the states of Pennsy 


F.W. DODGE 


i Architectural 


workbook of the 


Record | i oi 
CORPORATION ind engineer 


Five more reasons why the Record leads its field by 1,000 advertising pages a year: 


1. Editorial timeliness and balance: 
Editorial content is balanced scientifically with 
the aid of Dodge Reports in terms of all types of 
buildings architects and engineers are currently 
designing—the types of buildings that mean 


business for architects, engineers und advertisers 


5 Editorial quantity: The Record consistentby 
carries mofe editorial’ pages than any other 
magazine serving architects and engineers (30% 
more in the first six months of 1953) 


3. Reader preference: |In 50 out of 56 
readership studies (sponsored by advertisers 
and agencies) for which results are available — 
and in all sixteen such studies since January 
1952—architects and engineers have rated 
Architectural Record first 

4. Circulation: Architectural Record reaches 
more architects and engineers than any other 
architectural magazine. 

5. Lowest cost: per page per thousand archi- 
tects and engineers 


anya 


—— 4 
New Buse?” A Spars! 


KIT for campaign... and some of the prizes 


How a Contest Opened New Dealers 
For Portable Electric 


Leaders are firmly established, but this did not dismay a 
spanking seven-year-old company. With a trip to Hawaii 
and lots of merchandise as prizes, distributor salesmen 


made a success of ''New-Business Ball Game for All-Stars." 


Based on an interview with 


GEORGE W. WEATHERBY 
Manager, Industrial and Trade Sales 
Portable Electric Tools, Inc. 


Question: How do you open new PE'T’s 700 wholesale salesmen who which was not 
dealerships in a crowded industry ? had this chance to hit a tew home ause every salesn 
runs of their own simple to follow 
Answer: ( onduct a worth-while The contest was. basically sound, first ball of the 
sales incentive contest among whole- It was the work ot (Cjeorge W. eve salesman's | 
sale salesmen, give it timeliness and Weatherby, manage of industrial pocket, leatherette porttolio a 
make the prizes worth fighting to and trade sales tor PET, who with ng the contest. Weatherby a: 
\. W. Miller, president, and John ompany ofhcials reasoned 


| meliness Was the « eC of su | . Baker vice-pres dent, decided at lesn nwo ld be more rece 


sen i 
cess ina recently completed 
im conducted by Portable El to succeed it must have not only time “u the huve | At 


( talo 
} Z i 


neentive the outset that it the program were deas it they studied them at | 


( Lwols Ii , | hi ivo Lhe con liness and h oh ncenrtives, but equ il ing 7¢s TO the tamil 
test was launched at the beginning ot opportunity tor all salesmen, and sus be « \ posed to wives and child 
the 1953 baseball season and called tained push Eevery salesman tf ‘rv ha 
“New-Business Ball Giame tor All \ con plicated system of points had 1obhe ind wholesales 


stars \ll promotional literature was to be worked out. \len n less popu ‘Tools was qu ilitied 
ed in with the ball season, an angle lated areas had the same chance as priz program. I} 


which sparked enthusiasn mong salesmen in areas such as Chicago, 


Pa 
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obe alook at San Antonio’s 


FIRST 


WOAI- TV ol Maximum Power 


Station 


SAN ANTONIO °$ 


gruanty fe: nss, 
asco* 


* 
WOAI-TV 


now serves over 


1,000,000 people 


WOAI-TV 


now serves TWICE the area with SHARPER, CLEARER, 
STEADIER pictures. 


An exter Ve f eld « jrvey f th 


TV area ha ist been made 


Represented Nationally by 


EDWARD PETRY & warned, INC. 


New York @ Chicago @ Los Ang 


Dallas @ San Francisco @ Detroit 


SEPTEMBER 15, 1953 


The 
CHICAGO AMERICAN 


(evening) 
carries 27% more 
retail food store 
advertising than 
both Chicago morning 
newspapers combined 


os 
@ Nationally Represented by 


< Hearst Advertising Service 


A STANDARD 
METROPOLITAN 
COUNTY AREA* 


LARGEST 
MARKET 


BLOOMINGTON 


Here's a growing, buying market now 
more important to your schedule than 
ever. For the first time S. M.'s Survey of 
Buying Power has designated Blooming 
ton (and its great plus market) as a 
Standard Metropolitan County Area.* 
Sell this great potential with the 2nd 
largest newspaper in Ilinois {outside 


Chi ago) 


Copyright 195 Sales Manage 
nent “Survey of Buying Power 


What Is Pet? 


When a newcomer steps into a crowded industry, he is likely to be crushed 
and rushed—right cut again. Or at least booted around a little before he's 
accepted 

Not so with Portable Electric Tool, Inc Chicago, a seven-year-old stripling 
n the field of home and industrial power tools. The con pany got a firm grip 
on the market the day it entered business 


In 1946, when PET was founded with $25,00C capital, there were almost two 
dozen major manufacturers of small electric power tools. In a short time, PET rose 
above many competitors and now holds the No. 3 spot in the industry. It has 
been a fast ride for a company which began by making one product—an electric 


paint brush cleaner—-in 3,400 square feet of store space 


Today PET has five plants, warehouse facilities, a factory in Canada. A com 


plete line of home workshop tools brought 1952 net sales close to $14 million 


All merit 
ivy two new ; powe on 
1 toward the grand prize prize cat ilogs, rules, and postage-pa | 
\n all-expense Pan-American flight 


for two ind a one-week stay at the 


Roy il H (Wallan in Honolul ! 
Nlerit 


iwarded on the basis of sales to Pet 


mans efforts. competitors There was one section 


nointroducn contest tundamentals containing 
tools counter 
ards which the salesmen sent to head 
larters each time they made a sale 


points were re stered almost 


points to prizes were ifter ea h sale. 
Power ‘Tool Dealers, For each new 
deale sold a Pet Power ‘Tool Pack 

the salesman was awarded 500 
con PI T furnished the men with 
Point 


which to keep a record o 


Point System Used 


points; tor each package 


five tools. he earned 200 Award Requests” forms on 

each dollai ot Pet 
Pools sold separately ol 

n to the latter package, he t each month 


managers 


points; tor T sales made 
ontest. On the first and 
salesmen had 
riven two merit points. verity the sales 
SIVHING t then We ¥ t 0 
home ofthce. The 


on pany sent 
‘ } ..?? 
merit) poimt Check n the 


Wives Help Husbands 

nount Of points earned. 
contest was 
blank which 
req ured the w { ire and list 


ka nil inte 
stimulated by 


Dealers were not ignored 
ontest. PET offered a cash award 
ot S00 to any dealer who, during the 
ng ot prizes she hoped her husband bought the 
kor complet ney this ap Pet Power ‘Tool Package and sub 
pl ation torm and mailing it to PET mitted in 25 words or less a slogan 
she helped her husband to start the Pet Power Tools...” 
contest with a 100 point bonus. Salesmen were turnished forms for 

Lhe tolio’s three pockets ontained | the 
+} 


period ot the progran 


would Will 


ontest and either 
Moy the salesn an needed to sell wed I left it \ ith the ce ale 
Pet Powe: Pools and to open new l in an mail, or wo ked with 


dealer accounts. There were broad 


cree 


slogan ind mailed t in 
S des, advertis ny mats advert sing med ately. 

reprints trom Popular Mechanics and When the ball game was over, the 
The Saturday Evening Post, photo 


graphs of PET’s two aew tool pack on 


ompany tabulated ‘su ind was 
ih ft ovel 
Deale ap 
them. Rept nts of articles trom tl | val ; ntest Was unanimous 


Chicago Daily News and Advertising Ci > the 1 had a chance to 
H indreds ot jobber sales 


inced that it ha 


iges and window streamers promotit - right tield bleachers, 


fg vave the history ot the company. 
zes and, most important 
h showed comparative pertorn T opushed up sales and 


"< § 
ind price ratings of PET and its 


mportant to the men were charts 
many new dealerships. 
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MAKE YOUR ADVERTISING 


WITH VIBRANT COLOR 


A} 
he alehemy of singing. shimmering 


Switzer DAY-GLO® Daylight: Fluorescent 
Colors. the Brightest Colors in the World. can 
transform your advertising —give your billboards, 
transit ads. displays. direet mail. labels, posters, 


packages and streamers new vividness and vibrance. 


Dramatic, distinetive Switzer DAY-GLO Davtlight 
Fluorescent Colors —visible four times as far because 
they re up to four times as bright as the brightest of 

ordinary colors—add sales power to all your promotion, 


i , — 
make it sing a siren song of attraction and action! 


1 new Switzer DAY-GLO Color Guide 


awatts your request. Write for it, today. 


SWITZER BROTHERS, INC. + 4732 St. Clair Ave. 
Cleveland 3, Ohio 


“The First Name in Fluorescent Colors”’ 
In Canada: STANDARD SALES COMPANY, 4097 Madison Ave., Montreal 28, Quebec 


More than 4000 firms in the 
graphic arts and other indus- 
tries hold Switzer licenses. 
These skilled craftsmen are 
pledged to fulfill your day- 
light fluorescent needs in the 
true tradition of DAY-GLO 


quality and workmanship. 
DAY-GLO* Pat'd 101 


“,.-Well done, 


AMERICA” 


GEORGE M. HUMPHREY 


Secretary of the Treasury 


“Few things in America contribute more importanily to national security 
than the Payroll Savings Plan—the vehicle through which millions of 
employed men and women build security, counteract inflation and create 
a reserve of future purchasing power by their monthly investment in 
U.S. Savings Bonds. Credit for this outstanding influence in our lives 
is due largely to a team that is typically American... far-sighted business 
executives who have made the Payroll Savings Plan available to the 
employees of 45.000 companies ...8,000.000 Payroll Savers... pub- 
lishers of more than 500 business magazines and the management of the 
other advertising media who contribute generously of their space and 
time ...the Advertising Council and advertising agencies who give 
freely of their skills. To these and to all who have a part in building the 
Payroll Savings Plan, the U.S. Treasury Department welcomes this 
opportunity to say, “Well done, America.” 


Do you know — eof the approximately $6.7 billion E Bonds which had 


come due up to the end of April. LOS > SO.1 billion. or 
eon Mav 1. 1953. the eash value of Series Eo Bonds out- a 
: : wD were retained by their owners beyond maturity. 
standing —the kind bought by Payroll Savers — reac hed a 
new record high— $35.5 billion— $1 billion more than the 


value of E Bonds held on May 1, L951. when FE Bonds com- 


menced to mature. 


e every month, nearly 8.000.000 Payroll Savers purchase 
about $160,000,000 in Series E Bonds. 


For assistance in installing a Payroll Savings Plan, or 


e cash sales’ of Savings Bonds. all series, during the first building parti Ipation In an existing Plan. write te Sav ings 


four months of 1953 totaled $1.741.273.000—22'. above Bond Division. U.S. 


lreasury Department. Suite 700, 
those of the first four months of LO52. Washington Building. Washineton. D.C. 


The United States Ge rr f does not 1 for this advert sing. The Treasury Department 


thanks, for their patriot on, the Advertising Coun: and 
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“But Joe, 
They Simply Wont 
Eat Fish!" 


Joe Bogdanovich refused to listen. He estab- 
lished his own ''Star-Kist" brand for tuna, began 
to apply marketing and advertising principles 
which succeeded with other foods. In 10 years 
he has increased sales from $4 to $46 millions. 


SALT WATER FLAVOR characterizes most Star-Kist displays 


BY JAMES H. COLLINS This one ties in with advertising on the Godfrey progran 


over by 


WS tathe: ( no attent 


look ny al Wa vetting an | nh competition 


usStorne 


ld fishing business. tolding went up to 
in Joseph Bogd Io ich was bor ! Keting organization 
At Terminal San Pedro, and into the fish business American's wouldn't eat fish? 
gy Beach Hat He attended iblic schools there Joe studied — the 

s the world’s worked in the mnery majored ! learned that some \met 
The plant business idministration§ at the | n real fish eaters Regionally sca 
Joe based on his own versity of Southern California, and in folks ate five times the national per 
left college to help his ipita amount. lt Kentuckians ana 
nerstone in his company structure. father in management lowans could be persuaded to eat fish 
father, Martin Bogdanovich as New Englanders did, the tuna 


Kist’’ brand, which has been the his fourth veat 


Phe business was built against the His 
boos of the industry. Old hands in had come from Y iwoslavia 1 1907 pack would have to be doubled 
worked as a fisherman until he saved eral times. Calitornians liked fish 
promote money to buy a vessel With tou wa workers coming n oft 
inned tuna. other fishermen he started the present Nliddle West immediately 
eat ompany in 1917, eat as much fish as Californian 


\lo eCOVel \\ th War rationimgy 


will not 
| S per ¢ ipita 
75 ! people n the inland states we 


A Brand Nome Is Born A ied etal 


nye to fish 


al da iVallist | 
ind poultry, 400 egg 


tlitla CANNCT IC 
I n 1O4¢ 


inds of milk and 
rly. Joe, you 
| tood habits.’ 
said, ‘‘Look Jor the human 
ind the other two re inland 
Salt Lake City iftalo 

with * fisl nen wi i Bogdanovi kes pride in the ta 
business by packing ne oduct | material. tl every one ywiginal handt 
Joe i tryviny ul leas That t brokers is still with hin and that 
yroximatel 100) brokers. te 


advertise, vou want ompany had ‘ver Nat Drana { has 


ind letting other people sell it. Soon | 
oO have you own label \ i seemed rad 
65% epresentation 
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Etre 
BETTE! 


emn Sie ee ee ae Se 


MAMMOTH DISPLAYS 


move ‘mountains of 


Star-Kist. This one, in the 


Thriftimart Super Market, Bellflower, Cal. sold 586 cases of tuna in one 


SILLY FISH: The customers love her. Her name is 
and thousands and thousands of people send in dollars (with 


rel) 


: ey 
A .. 


ameter ere 


Se 


bag og PRY 


bere 


eg 


“Loona”™ 


month. It features six economy menus, offers booklet of free recipes a Star-Kist label) to obtain her. She gets into many displays 


retail food stores, which compares 


with many ot the oldest and most 
dely promoted food brands. He 
redits brokers and 


sales force ts composed 


salesmen. His 
men under 
40, none of whom has ever quit 

“(jood teamwork,” he explains. 

And maybe good picking.’ 

Phe sum of $60,000 was appro 
priated for promotion in these three 
ities, for local advertising, and for 
dealer cooperation. Brokers’ men and 
Joe’s own salesmen worked to obtain 
lisplays to back’ up the 


ind point-of-purchase has since been 


advertising, 


the main target in Star-Kist promo 
tion. “The product must be in plain 
sight, at as many places as_ possible 
when the housewife comes shopping 
Retailers cooperate in displays when 
they discover how sales mprove. 
These initial market tests, meas 
disclosed that 
it is impossible to increase tuna con 


Ameri 


ired by sales results 
sumption even in cities where 
ins like seatood. 

And Bogdanovich maintained that 
wbody had ever done a good promo 
tional job for canned tuna. 

The promotion appropriation was 
ncereased in 1947, and has steadily 
grown to more than $1 million in 
1952, with general advertising led by 
the Arthur Godfrey show, and more 
than 200 radio and 30 television sta 
tions, plus magazines, farm journals 
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national weeklies, newspapers and lo 
al media. The advertising — is 
handled by Rhoades & Davis, San 
Irancisco, and public relations by 
Burns W. Lee Associates, Los An 
geles. Canned tuna had always been 
promoted as a hot-weather specialty. 

They'll serve it in July for salad 
and sandwiches” said critics. “But 
how about December, when vou have 


>) 


turkey competition 


Tired of Turkey? 


‘I think we all get tired of turkey 


n its farewell appearances, Was Bog 


danovich’s answer. “Suppose we give 
them some recipes tor hot tuna 
dishes ? Suppose we give them better 
quality tuna than they have know: 
in the general run ot the yrocer\ 
store? That might make a lot of 
difference.” 

Star-Kist tuna claims superior qual 
ty, attained by undisclosed produc 
tion methods, but backed by taste 
tests in which three out of four per 
sons distinguish if among unmarked 
samples. 

Not only have recipes to hot tuna 
dishes increased winter sales, but Bog 
danovich has apparently hit on an 
inswer to the question, ‘How are you 
going to increase the space in the hu 
man stomach ?” 


Americans have more to eat and 


enjoy a range ot diet thar 


any people 


yreatel 
in the world. They have 
adopted hundreds of dishes brought 

by immigrants. Every day millions 
ot housewives face the tour questions 
‘What can I get for dinner? How 
is it prepared? What will it cost 
How is the tamily going to like it? 
Tuna, seemingly, provides an answer 
to all four questions, Presented where 
the housewite ponders her menu prob 
lem—in displays, with recipes—it is 
likely to be served once a week it 
summer, once in two or three weeks 
n cold weather. 

Fishing is an industry with more 
teasts and famines than farming. Fist 
run in schools and flood the market 
at other times _ almost disappear 
is the ¢ ‘alitort 


the past 


a sardine did dut 
Tuna catches flu 
season as well as 
rom year to year and Martin Bog 
danovich, 
lished 


of the 


season, 


tuate during the 


i fisherman himself, estab 
reputation for steady buying 
catches at yood 

This policy has been continued 
by his son. 

Joe packs Whatever fish are brought 
n by the tuna boats, and relies on 


fishermen’s 


his sales force and broker organiza 
tion to sell che pack. Whatever the 
volume may be for the season he savs 
“We will sell that much, plus so 
much more.” Then it is up to the 


ganization to do the job. Bogdano 
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“"E’mn Amaaved... 


to find that our four Ampro Tape Recorders have actually 
changed our entire method of sales reports. Now, our men take 


a recorder to client conferences; then, back at the 


shop. our entire staff has the benefit of every detail, every You literally have a recording studio at 


3 ” : your fingertips when you have an Ampro 
inflection. We use a recorder for dictation... and the other Tape Recorder. Record anything, 
. > ” lay back instantly. 
day | rehearsed a speech with the help of an Ampro. _ , 


@ Five electro-magnetically operated 


“piano keys" activate the desired 
nf function. 
/ @ Electronic Eye Recording Level Indicator. 
@ Automatic Selection Locat 
BERGER-AMOUR DISPLAYS, CHICAGO eee eee ee 
@ Provides for Mixing or Monitoring. 


BEE C'aDEC EP E BRS 


ere 
G a 
/¥ ee - ) 
* Model 756, | ' 

The Hi-Fi, $239.95 


_, wom 


* Model:755, 
The Celebrity, $229.95 


* Model 731-R, 
The Champion, $129.75 
AMPRO CORPORATION 
2835 N. Western Avenue, Chicago 18, Illinois 
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TRAINING NEW MEN is greatly simplified with the lifelike 
reproduction of “Scotch” Sound Recording Tape. Orienta- 
tion talks, suggested sales approaches recorded on tape are 
absorbed in detail by trainees. The easy eraseability of tape 
makes it ideal for practicing sales talks, brushing up speaking 
technique. 


* 


TECHNICAL INQUIRIES and complaints by customers are 
handled efficiently by recording actual machine sounds to- 
gether with detailed descriptions of the trouble. This helps 
experts at the home office diagnose mechanical ailments 
without expensive field trips. ‘Scotch’? Sound Recording 
Tape Seeneliiniee every unl faultlessly. 


HAVE TO MISS A MEETING? A simple-to-operate tape re- 
corder will capture everything that goes on, reproduce it 
perfectly for you and any others who couldn't be present 
originally. Many firms tape-record annual meetings, sales 
conferences, convention proceedings for the benefit of branch 
office personnel. 


by 


numbers) needed for only short periods can be recorded on 
tape verbally at high speed, eliminating tedious paper work. 
After the information has outlived its usefulness, record new 
information on the same tape (this automatically erases the 
old recording). 


The term “SCOTCH” and the plaid design are registered trademarks for Sound Recording Tape made in U.S.A. by MINNESOTA MINING & 


MFG. CO., St. Paul 6, Minn 


also makers of “‘Scotch"’ Brand Pressure-Sensitive Tapes, ‘‘Underseal’’ Rubberized Coating, ‘‘Scotchlite’’ Reflec- 


tive Sheeting, “‘Safety-Walk’’ Non-slip Surfacing, ‘‘3M’’ Abrasives, ““3M” Adhesives. General Export: 122 E. 42nd St., New York 17, N. Y. In 


Canada: London, Ont., Can. 
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Make your own 


SOUND SLIDE WF —.. cece 
PRESENTATIONS gp 40042é7 


with tells how / 
) q TAPE RECORDING 


Color slides @e/and tape recording #27 


+». form an unbeatable combination for 
inexpensive, easily-prepared presentations. All the 
impact of color movies is yours at a fraction 
of the cost. It’s the simplest, most effective 
way to introduce a new product, explain a 
complicated process, put across a selling story. 

Our new booklet ‘‘How to Make a Slide-Film 

Presentation”’ gives you step-by-step instructions 
on how to plan, shoot, record and put on your 
own presentations. The coupon at right will 


bring your free copy promptly. Send it in today. / 


OT panennen)\---- . a io 
i 
GET YOUR FREE COPY «: this useful, informative booklet. 
Read how you can make your own slide-film presentations, com- 
plete with “sound track”’! 
Minnesota Mining & Mfg. Co., SM-93 


St. Paul 6, Minn. 


(] Rush my free copy of “How to Make a Slide-Film Presentation.” 
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All business is specialized 


...and nothing specializes 
on your business like your 
business paper 


This profit-wise peddler looks for 
the wettest crowds. His business is 
specialized. Like yours 

And like your business, this bus- 
iness paper of yours specializes, too 
It packs into one place the current 
facts you want. It scouts out, sorts 
out, reports and interprets the specific 
news and information you need to 
keep posted and keep ahead in your 
field. Cover to cover, editorials and 
ads, it concentrates on bringing you 
specialized help youcan't get anywhere 
else. Read it thoroughly and put 
it to work. 


This business paper in your 
hand has a plus for you, 
because it's a member of 
the Associated Business 
Publications. It's a paid cir- 
culation paper that must 
earn ws readership by tts 
quality And it’s one of 
a leadership group of busi 
ness papers that work to- 
gether to add new values, 
new usefulness, new ways 
to make the time you give 
to your business paper stull 
more profitable time 


What's Your Outlook 
For the Fourth Quarter? 


Will sales in your industry rise? De- 
cline? Level off? 


Read the quessestimates of a panel of 
300 industry leaders in Sales Manage- 


ment's exclusive Future Saies Ratings. 
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One of a series of ads prepared by 
THE ASSOCIATED BUSINESS PUBLICATIONS 
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vich says a good marketing organiza 
tion likes this kind of challenge. Each 
salesman in his territory, backed by 
the brokers, 


velop point-of-purchase and dealer co 


has opportunities to de 
operation promotions, acc ording to lo 
cal conditions. 


‘Get close to the housewite, and 
That's 
the policy behind Star-Kist point-ot 


purchase tactics. 


you get close to the grocer. 


This company has 
long offered grocers a cooperative ad 
vertising plan which is widely a 
epted because it is based on sound 
promotion. 

Star-Kist point-of-purchase displays 
results when devel 


When the 


advertised ; 


have given best 
oped along certain lines: 
product Is nationally 
housewives have heard or read about 
retail food 
store is to remind them of it. 

Many displays are 
ise. several hundred tuna 
They are like road blocks in store 
trathe. “Here is that Star-Kist brand 
of tuna, and there’s lots of it’ is the 


t; the objective in the 


massive, and 


cases ot 


idea 

Displays are also built tor as long 
trun as possible a month is not too 
In many 


stores a month’s display of 400 cases 


long, as long as tuna is sold. 


has sold up to 600 cases, with in 
weeks afterward. 
When the salesman is able to show 


creased sales for 


the retailer results such as this, he 
gets cooperation in store space and 
the retailer's own advertising. 
Star-Kist displays are usually given 
i “taste” of the ocean, and fishing, 
with cut-outs of a fisherman, boats, 
The “boatload”’ 


is typical. Lithographed boats 


fish nets and gear. 
display 
large enough to hold several cases ot 
tuna give the effect in 
smaller markets, 50 cases building a 
trath These ‘‘boats’ are 
shipped flat, and opened to hold a 
heaping pile of product. 

Displays are tied in to national ad 
with Arthur 
(iodtrey. Studies of Godfrey's popu 
larity have been made, but none of 
the “reasons” suggested have ex 
plained anything. For brand identifi- 
cation in a food market, in the heat 
ot shopping, Arthur Godfrey is popu 
lar-—he sells tuna. 


“massive 


stopper. 


vertising cut-outs of 


COMING 


Premiums sent tor a dollar and a 
label are exceptional, but ‘“‘Loona the 
Star-Kist Tuna,” (plastic) has been 
an unusually gadget. 
‘Loona”’ has no utilitarian value, is 
pure comedy, but people like her 
want her, and the dollars pour in. 


successtul 


Another point-ot purchase device 1s 
meal instead of a 


Tie-ins by manu- 


promotion of a 
single tood article. 
tacturers of related tood products are 
now widespread in advertising. Star 
Kist has a method 
which arrange 
ments with other manutacturers, but 


simple tie-in 
requires no tormal 


which is staged in any store, under 
control by the retailer. 

The basis is suggested menus tor a 
tuna dinner, lunch, or cold as well as 
hot weather snack-type meal. A half- 
dozen menus are teatured with the 

which call tor vegetables 
dressings, The re- 
builds display of 
other foods, gets added sales for those 


display 
fruits, relishes. 
tailer accessory 


products. 

“You 
vices to sell the housewite a can of 
Star-Nist 
plains it. “But if you offer sugges 
making it the center of a 
tempting meal, you've done more fo: 
her, and made her a steady customer.’ 

Bogdanovich is proud of the fact 
that his company’s success has taker 
nothing away from any other tuna 
cannery. Star-Kist has proved that 
per capita consumption of tuna cat 
be increased, and that promotion cai 
be by the industry, for the industry 
He has been a leader in organizing 
Tuna Research Foundatior 
(for marketing and production re 
search) and has been active in at 
effort to get the National Canners 
Association to pay more attention te 
canned fish products. 

Last year Star-Kist opened an en 
with “Free Ente: 
prise Day” ceremonies honoring Mar 
tin Bogdanovich, who had so com 
pletely illustrated opportunity =i 
America. The founder died in 1944 
This new cannery is No. 4 for the 
ompany. It would have amazed 
Martin Bogdanovich, with its capa 
sity for 672,000 
shift. 


can tse pornt-or purchase dle 
is the way one broker ex 


tions tol 


the new 


ormous cannery 


cans pel eight hour 


How dozens of companies are using tape recorders and other recordin 
equipment to short-cut and improve sales training techniques, te 
purchase promotion, field communications, market research, interviewing, 
sales presentations. 


In SALES MANAGEMENT, Nov. | 
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A*sound” investment for you and your business 


e 
‘ 


= 
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dictation—speeches 


Makes an easy-to-operate 
low-cost dictation unit. Frees 
secretary for other duties! 
Permits you to perfect 
speeches beforehand by 
hearing yourse!f os audience 
does! 


sales training 


Easier way to absorb sales 
instruction, review important 
case histories. Gives soles 
men opportunity to practice 
and improve sales technique 
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conferences—meetings 


The perfect ‘secretary’ at 
conferences and meetings 
Records the entire proceed 
ings, word for word, for 
review and discussion 


Records children's voices, 
home talent, concerts, radio 
and TV programs, home 
movie continuity, even ‘talk- 
ing letters’ to friends and 
relatives. 
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TAPE RECORDER 
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arn the miracle of capturing sound on tape this remarkable instru- 
ment permits you to get more done with Jess effort at less cost as well as 
providing countless hours of pleasure and recreation at home. 


Incorporating a sensational new development—the “BALANCED. 


PONE” Control—with other exclusive electronic advancements, Revere 
has achieved a rich tonal quality heretofore obtainable only with pro- 
fessional broadcast equipment. Yet key-control operation is the easiest 
and simplest of any recorder. Included among its many outstanding fea- 
tures are 2 hours of recording on each reel, lightweight portability and 


magnificent styling. See your Revere dealer today for free demonstration! 


Revere T-700 


crophone, radio attachment cord, 2 


Complete with mi- 


BASS-REFLEX SPEAKER 


For use in auditoriums 
reels (one with tape) and carrying 


a 
TR-800— same as above with built- 
$277.50 


and schools where ul- 
tra-fine musical repro- 
duction is required. 
speaker 
gives excepuonal bass 


Large 12 
Special Studio Models—Speed 7.50 response and wide 


range. Unit designed 


T-10—Complete with microphone, as a console base for 
radio attachment cord, 2 reels (one 
withtape)andcarrying case $235.00 weight; portable, 
TR-20—Same as above with built-in With plug and 25-ft. 


$287.50 cable ..- $49.50 


the recorder, Light- 


radio 
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THE WEST'S OWN COLORS IN CABOT'S 


RANCH House HUES 


i 


SAMUEL CABOT, INC, 917 Oliver Bidg., Boston 9, Mass 


INTRODUCTORY ADVERTISING with @ strong Western flavor, appeared in Sunset and 
Western Builder. Then, with the upsurge in the building of ranch houses, it was broadened 


to take in a whole group of national magazines in the home and architectural fields 


Cabot’s “Ranch House Hues:’ 


A California Idea Born in Boston 


Samuel Cabot, roaming the West, spotted a need for a new 


kind of stain for redwood. He also noted the skyrocketing 


interest in ranch house construction. Results: 


New line, 


new promotional theme, sales up 40%, for Jan.-June, 1953. 


Samuel Cabot, [ne with head 
\Lilk Street (No 


ts 76th 


quarters on histori 
141) Boston 
vear, is a devotee ot the western born 
home. This me 
old-line New england 


managed by the second and 


Nass now nN 


“ranch house’ stvle 
dium-size 
OMIpany 
third penerations of Samuel Cabots, 
aderives quiet satisfaction. tron thre 
tact that it 
would work 


spotted a trend that 
tselt eastward inp what 
could have been another Calitorn 
flash promotion 


When 


Was ona 


Samuel 


Cabot 
combined vacation and bus 


president 


ness trip in Calitorma shortly atte 
World War Il, he noted the strong 
nterest ot home owners ino redwood 
to ‘terior and interior construction 
ink h style homes, l h s second 
eration Samuel Cabot assessed red 
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wood’s new popular ty and thought 


he recognized a need tor a new stain. 
Like his father 


“ hether 


he set out to deter 
there was a demand 
whether he 


a new product, or 


was merely enchanted with anothe 
Calitornia tad 

Cabot quickly learned the answet 
\rchitects and 


searching for a stain which would 


home owners were 


preserve and  glamorize redwood. 
Paint covers up its beautiful grain; 
intreated redwood turns black: vat 
nishes do not stand up. 

This meant the development ot a 
new product tor i given region ' 
departure trom the company’s lite 
long policy of creating new products 
to be marketed thro igho t the co 


try 
\ 


Cabot rechecked. He talked with 


othe architects with 


edwood ey, 
Not only 


was the need there but it was sub 
stantial 


perts and with distributors. 


President 
Cabot discussed the matter of devel 


Returning to Boston, 
oping a special stain tor redwood witl 
Samuel Cabot Ur, treasurer, and 
with Thomas W. Blades, sales man 
wer. The decision was “(jo ahead 
Before long a special stain for red 


} 


wood was created in the company’s 


laboratories, Repeated tests disclosed 
that it was most suitable for redwood 
considerably less than the 


cost of paint. Perhaps its most advan 


t 


if a cost 


iveous feature 1s that it does not 
turn redwood black, as happens with 
translucent stains which 
were attempting to sell in California 
Stocks of the new. stain, labeled 
325 Calitornia Redwood — Stain 
were rushed to the company’s Cal 
distributors, [. Mi. Scofield 
Co., Los Angeles, and Condon & Co 
San Francisco. Meanwhile, 


ments were s¢ heduled 


competito ‘ 


fornia 


idvertist 
1 the region il 
magazine, Sunset. 

Lhe new product ( vught on ove 
night. In a few weeks the company’s 


stain sales reached five times its pres 


WM 


TV: AMe FM 
NORF OLA 
VIRGINIA 


proudly announce ther afitiation with 


(pS 


RADIO AND 
TELEVISION 
NETWORKS 


ehective September the niucteenth 
This combination of Norfolk s 
dominant stations... \WTAR and 
WTAR-TY ... with the Nation's 
most listened to networks assures out 
advertisers greater sales results 
America's Miracle Market 
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If You Want 


Sal. 
Hepatica 


oo LIKE 


SAL | 
HEPATICA 


With a mass product, 


you buy mass markets 
Mid-America is one — 
a mass market, dominated 
hy farmers. You can't sell 
Mid-America without farm 
families, nor the magazine 
that concentrates on them 
alone! 


ous California volume. oral Cabot 
woodstain sales by 1952 were 120% 
over those four years ago. 

The company lost no time in fol 
lowing through on its achievement. 
Uses were discovered tor compamon 
products. Several new products were 
developed, including Sequoia Red 
Stain, more heavily pigmented than 
the Redwood Stain, to give greater 
hiding power; and Cabot’s Clear 
Gloss Finish, suitable for redwood 
but designed for all exterior wood 
surfaces. 

The demand for these new finishes 
not only created new buying interest 
but also increased sales for several old 
Cabot standbys such as  Cabot’s 
Bleaching Oil, which produces in six 
to 12 months silver-gray weathered 
tones that survive many years of ex 
posure; and Cabot’s Weathered Gray 
Stains, which produce attractive wea 


thered tones on redwood 


How to Broaden Line 


The company by that time was 
ready to look into additional business 
potent al in the ranch house boom 
Architects and builders were using 
only part redwood in construction, 01 
other woods entirely, such as red and 
white cedar, fir, pine, cypress, spruce 
and Philippine mahogany, a wood 
that looks similar to the real mahog 
any. 

This additional business began at 
first to trickle in, but in a short time 
it grew to sizable volume. Mean 
while, Cabot pushed its sales cam 
paign southeastward into Texas and 
northward through its distributors 
Pacific Building Material Co., Port 
land, and Galbraith & Co., Seattle. 
The redwood boom was rapidly ex 
tending into those areas. Sales re 
sponse was immediate and gained 
strength rapidly. 

Meanwhile, delving further into 
the needs for products growing out of 
the fad, the company found that wood 
was used extensively as open beams, 
paneling, flooring, etc., in the new 
ranch houses. Here was a need for 
interior finishes to beautify and pre 
serve the wood. 

Cabot’s researches resulted in an 
Cabot's Stain 
Wax used especially for interior 
woodwork on ranch houses. Repeated 
tests disclosed that it not only pene 


other new product 


trates deeply into the pores of various 
woods, bringihg out the natural 
beauty of the grain and texture, but 
also prov des a wear-resistant easy-to 
keep-clean surface. It can be applied 
either with a brush or with a cloth 
Its greatest advantage. however. is 
that it combines a stain and a way 


in one application Compet 


oo LIKE 


Hlamiltor. 


When your product 
costs important money, 
you want the people who 
have money. Farm families 
are near the top. And tops 
among them are the read- 
ers of Capper’s Farmer. 
They are the most prosper- 
ous farm families in Mid- 
America, itself the richest 
farm market on earth! 
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tive nnishes require two o1 three ap 
plications, generally of different prod 
icts; for example, a coat of penetrat 
ing stain and a_ second coat oft 
arnish. ) 

\ special wax stain for redwood 
was also made in this line. Its variety 
»f other colors include three different 
grays, walnut, mahogany 
white, ivory and natural. 

This new interior line increased 


maple, 


sales as rapidly as they were shot up 
by the exterior stains. Its popularity 
spread into all localities where ex 
terior stains were selling. It appealed 
particularly (as Cabot executives in 
tended) to people who did part ot 
the work on the ranch house them 
selves, and to housewives who helped 
to finish interiors 

Most company executives probably 
would have been satisfied with the 
progress made on the new lines. But 
Cabot executives, following the long 
established policy of changing or im 
proving products whenever conditions 
point to advantages to be gained and 
believing it wise to play the ranch 
house trend to the maximum, came up 
with their highest trump card. 

Phis is Ranch House Hues, a line 
t stains conceived exclusively ton 
such houses, which is an improvement 
mn the line originally developed Tor 
this purpose. These supplement. the 
original line for redwood because they 
an be applied easily to any kind of 
wood ordinarily used in ranch houses. 
The color range is wider and in pastel 
shades, the shades most popular for 
ranch houses on the Pacific Coast and 
in Texas. The stain itself is a unique 
flat finish. It spreads easily, yet in no 
way resembles paint nor blots out the 
texture of the wood. 


Why the Name? 


Perhaps more significant than the 
new line itself is the fact that before 
attempting to market it Cabot cre 
ited a background ot glamor to add 
to its appeal—focused particularly on 
the region in which the line was to be 
sold. 

Cabot executives, researchers, staft 
men and women and a few outsiders 
expended a great deal of time in cre 
ating this 
vround., 


attention-inviting back 


The intriguing name of the line 
tselt Ranch House Hues 


variety of spec al shades for struc 


connotes 


rures, such as those on the drean 
houses in the home and women’s 
nagazines. 

The colors? They are based on the 
traditional Spanish color influence ; 
the company describes them in a re 


ent advertisement as 
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the warm, friendly tones ot the old 
Spanish Southwest.” 

Distributors and their salesmen, 
architects and others helped company 
*xecutives to select color names, which 
ire appropriate to Ranch House 
Hues. One of them, Salinas Fawn, is 
named after a town in California. 
Another, Sequoia Red, was gleaned 
by Treasurer Cabot from a_ huge 
‘olor-chart book. Sombrero Red was 
suggested by the shade of a sun 
tanned Spanish hat. 


Where Cabot Advertises 


Vhere’s a story behind each ot the 
ither colors, too: Puget Sound Green 
to appeal especially to the northern 
part of the Pacifi 
Philippine Mahogany, Coast Guard 
Giray \leazar Brown, Hacienda 
Gray, Mimosa Yellow, Sagebrush 
Gray, El Capitan Gray, Pipestone 
Red. 

Although Cabot advertises almost 
entirely in national publications, the 
ew Ranch House Hues were intro 
luced in California territory through 
special copy in Sunset Magazine and 
Western Butlder. In order to reach 
ther nearby sections and additional 
parts of the country (by then the 


Coast area); 


anch house vogue was spreading 
through the Middle West and into 
nany parts of the East), sizable in 
sertions were made in [louse Beauti 
ful, House & Garden, Better Hlomes 
ind Gardens, Architectural Record 
Progressive Architecture and Archi 
tectural Forum. The company has 
advertised for years in these maga 
zines 

At the same time distributors were 
stocked in all parts of the country 
They were furnished color cards ton 
themselves and their salesmen which 
illustrated the new hues and extolled 
their appeal. Color cards also were 
mailed to all leading architects. Re 
sult: Specifications and orders fon 
Ranch House Hues started to come 
n before the Cabot factory had pre 
pared the materials in quantity. 

It was largely through the demand 
for these hues, Treasurer Cabot said, 
that the company was able to increase 
ts stain sales for the first half of this 
vear 40% 
ear. There are strong indications, he 
believes, that the Ranch House Hues 
lemand will continue to mount rap 


above the pace set last 


dly and to spread to most parts of 
the nation in the wake of the ranch 
house vogue. 

The line that was especially devel 
oped for certain regions seems des 
tined to become a national product. 

Meanwhile keeping fS eyes open 


additional new s rictly national 


f You Want 


oo LIKE 


SHEFFIELD 


STEEL FENCING 


Wich aproduct for 


farmers, you want on-the 
farm circulation. Not 
would-be farmers, or half 
acre farmers, but those with 
fields to work... stock to 
raise... buildings to main- 
tain. Capper’s Farmer cir- 
culates 90% right on the 
farm! 


aqrmer 


ie, OAL jn jtteing OEM 


220,000" 


TV screens 


make a bright picture for 


your advertising over 


National Representatives The Branham Co. 


Channel 5 + Memphis 
NBC Affiliate 
Owned and operated by 
"Based on latest THE COMMERCIAL APPEAL 


distributors’ figures ne AS 


Memphis ONLY 
TV Station 
WMC WMCF WMCT 
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products, the COMpany established the 
need tor and perfected another new 
line Cabot’s Canvas and Awning 
Paint. 

The story behind this line started 
when a big disti butor of stains and 
paints in the East became dissatisfied 
with the awning paints he stocked 
because they failed to accomp!] sh 
what was expected of them. For in 
stance, they didn’t penetrate through 
to cover the inner side of the Canvas, 
No matter how caretully applied, they 
dried out streaked. They couldn't be 
used, for example, on canvas seats of 
summer chairs because the paint 
stuc k to people’s ( lothes. 

Why couldn’t Cabot develop a 
canvas paint that would overcome 
drawbacks? If the company could do 
so, the distributors had sufficient con 
idence in its past performances to 
vuarantee a trial order of 300 gallons 
on the first batch 


Is It Needed? 


In this case, Treasurer Cabot 
pointed out, the company again ap 
plied its customary policy to deter 
mine whether there was a_ definite 
need for this type ot line. He en 
larged on the procedure under this 
policy as follows: 

“One person’s testimony alone, no 
matter how much it is respected, can 
not safely be used as the basis for 
establishing the need tor a new prod 
ict or line. But if 10 or 15 dealers 
salesmen or architects in different 
areas say the same thing, then the 
chances are good that there really is 
a strong need tor a new product o 
line.” 

Distributors, builders and others it 
Various parts ot the country were 
queried, Many reported a need tor a 
good canvas and awning paint. The 
go-ahead signal was given to the 
Cabot laboratories. 

The eastern distributor received 
300) gallons ot this paint. But that 
was only a fraction of the initial mai 
keting step. Hundreds of distributors 
throughout the country were = in 
formed of the new line either by con 
pany salesmen or through literature 
and swatches showing all eight colors 
of the new line (and demonstrating 
how thoroughly and attractively they 
covered canvas), through letters, et 

The first time around more than 
150 distributors stocked the paint 
Almost LOO of them reordered 1 
quantity) even before their original 
STO‘ ks were gone. 

At this writing, only about fou 
months after the new line was intro 
duced “Sales,” as Treasurer Cabot 
describes it, “are running away fron 
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for premiums and promotions 


Want to coax a car to give its own sales pitch? 
Or sell cereal with a trip to Mars? 


at RCA Victor Custom Record Sales is bulging with 


exciting new sales promotion uses for records. 


Whether you are in the market for a fresh, new premium—or an extra 
kick in a promotion—a custom recording by RCA Victor with you 
special message can be a winner. Sound sells—and a long list 


f , ' 
Of suceess proves it 


ust starts the story. Engineering experience, facilities 

. i | A recorded trip to the moon, or 

ervice and price are all just as important as ideas. By all means, investigate : 
vy of these point You'll find RCA Victor prepared to do : . airip to the Wild West...ora song 
° , i Oe ae Be , . 
plete job of unmatched quality—at a price that’s right . ould help “move” kids’ shoes, 
. bie a I 1? 
\ Victor is now producing, on a custom basis everything : ats, cereals, Wh ha 

6!2” Spinners to 16” transcriptions—78’'s, 45°s, LP’s and EP” 


yr a blue chip list of merchandisers. Script-writing, recording 


processing, pressing pact (Cine ind shipping 


ry With your own ears. Send for free record that tells you 
stories about the use of records as premiums and 
, 


coupon today 


—_* 
ni 
aw 


—~~STOP. GAWKINVG, .. 4, Ns 
(Look army VPHOLSTERYL, = 2 
) ; 


AO ne el ee, Y 


ee eee 8 


t . 
ayy} : A smart travel bureau which offers 
“ oe A en ‘ a 


a record of foreign phrases 
witha ticket to Europe might put 


competition out of business! 


RCA Victor Custom Record Sales Dept 


Custom Record | "sere 
A Sales | 


r on the eff 
BY wh 
tc ~“E Radio Corporation of America RCA Victor Division 
New York Chicago Hollywood 
T™MKs ® 
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Before the Sales Chief 
Blames His Men 


He should ask himself: Do | have a sales plan? Do the sales- 
men understand it? Are my goals realistic? Are the men 
qualified to perform their jobs? Do | ask them to undertake 
useful work? Is my pay plan geared to the job to be done? 


BY CARL T. HOFFMAN 
McKinsey & Co., Management Consultants 


Have you caught yourself yrum 
bling recently that your outside sales 
men aren’t willing to work? Do you 
think they 


fo be 4 


ire lazier than they used 


To a long-time observer of sales 
organization, this sentiment is a more 
revealing comment about the man 
iver who holds it than about the men 
he accuses. Our experience has been 
that outside salesmen are hard-work 
ng men. When they 
shirking, it’s often because manage 


appear to be 


ment has neglected to plan their work 
so that it can be done 


Take a Perspective 


Next time you 
ibout your 


begin to worry 
salesmen, you 
might push back your chair and evalu 
ite your part of the job. It will help 


if you consider your organization tor 


outside 


i moment as though you were an 
outsider and answer the following 
questions about it: 


1. What 


formed by 


activities can be per 
which 
will be of real benefit to the com 
pany? 

2. Can the company afford a suffi 
ient number of salesmen to perform 
ill these activities effectively or must 
some of the less important activities 
be left undone ? 

3. Which activities must the com 


outside salesmen 


pany forego because it would be too 
expensive to sufficient 
number of salesmen to perform them ? 

+. What is the best way to do the 
jobs that are left—the ones thay will 


lo the most to help achieve company 


maintain a 


objectives ? 


5. What is needed in 
supervision, training 
pensation, and other sales manage 
ment techniques to clear the way for 
efficient performance ? 

Instead of a well-planned and well 


planning 
incentive com 


thought-out sales force operation 
typically 
find various combinations of the fol 


lowing: 


along the above lines, we 


1. Salesmen are left to figure out 
for themselves how the field selling 
job should be done. The result is that 
no two men arrive at the same an 
swer, and each goes about the job dif 
ferently, 

2. Salesmen are instructed to pet 
form more activities than they can 
physically accomplish. Under these 
circumstances the individual either 
spreads his efforts so that he does 
nothing well—or he decides for him 
self which activities he is going to 
omit. Inasmuch as he usually gives 
priority to tasks which are 
rather than to those which are most 


easiest 


important for the company, results are 
seldom what they might be, or what 
the sales manager expects. 


When Plans Aren't Workable 


instructed to do 
unsound and will 
bec ause the sales 


3. Salesmen are 
things which are 
not work simply 
manager has never thought through 
the method of doing the job, or 
whether the results will justify the 
effort and expense. Instead he may 
have borrowed an idea from some 
other company, with the thought that 
it could be transplanted to his com 
pany. The men find out quickly when 
these ideas don’t work, stop trying to 
make them work, and lose confidence 
in their superiors. 

4. Frequently 
qualified to do the selling tasks as 
signed to them. This may be because 
selection and training procedures are 
not geared to the requirements of the 
job, or because the opportunities do 
not attract and hold the right tvpe 
of men. 


salesmen ire not 


The above illustrate w idespread de 


ficiencies. There are, of course, almost 
as many others as there are individual 
situations. A regrettable aspect of the 
problem, however, is that there is a 
tendency to look for shortcut solutions 
by relying on ingenious forms of in 
centive compensation or other devices 
as a substitute for thorough analysis 
that will lead to the development ot 
vood sales management. techniques 
These substitute measures serve only 
to confuse the men further, to lowe: 
morale. increase turnover, and gener 
ally result in a low, ove all level of 
effectiveness. 

A realistic attack on the basic sales 
iob. on the contrary, clears up many 
problems at once. By way of illustra 
tion, let me tell you about a compan 
that asked us to help improve its sell 
ing procedures. 

This company, a leading manu 
facturer of men’s wear, sold its prod 
ucts direct to approximately 10.00% 
retail outlets. Its sales force consisted 
of approximately 150 salesmen wit! 
10 regional supervisors 


Roots of the Trouble 


The president had come up through 
the sales ranks and had been the most 
successful sales executive in the com 
pany’s history. He had a clear con 
cept worked out in his own mind 0 
the job to be performed by salesmet 
in the field. 

But when we talked to and worke 
with a number of salesmen in_ the 
field and with all of the regional su 
pervisors, we learned that they wert 
performing activities ditterent tron 
the basically sound concept worked 
out by the president. Furthermore 
the activities performed by field sales 


+ 


; 


men were not paying off. 

The explanation of the discrepanc) 
between the way the field job was 
being done and the president's concept 
is revealing. It furnishes a good ex 
ample of the type of situation de 
scribed earlier in our 
These are the key reasons: 

1. With 10,000 active accounts t 
be solicited, it would have taken 
substantially larger sales force thar 
150 men to do the job. Although the 
headquarters’ concept was 
there had not been the necessary fol 
low-through to make it possible t 
carry out the concept. (This was 
overcome by cutting the number of 
accounts to be called on in half s 
that the salesman’s job would be re 
duced to workable dimensions. The 
smaller accounts which were cut out 
were handled through a newly estab 
lished mail order department. ) 


2. Neither 


discussion 


sound 


regional supervisors 
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PRODUCT RECOGNITION what Taya Doidend 


Dividend notices make wonderful Christmas Cards but 


BEFORE YOU MAKE A PROFIT someone has to buy your products. 


“Product recognition” may not appear as such in your 
Annual Statement — but its absence or presence will be 


reflected in the profit or loss column, 


BR ecocnition Acuieves Bp rect Apvertisine BR csurrs 


TODAY’S HEALTH, like RADAR, scans a preselected market 
of health-minded, home owning families with incomes to meet 


any and all of their needs and wants. 


That's why TODAY'S HEALTH, 


an A.M.A. publication, is so successful 
Aovertisto 
AMERICAN 
and acceptance (OUN( ON 
' MEDICAL £0005 AWO 
, ASSOCIATION MUTRITION 
Accredited and identified by the emblem we S Pusticanions 


of acceptance by the American 


in influencing product recognition 


Medical Association, your advertising in 
TODAY'S HEALTH if confidently 
accepted because the integrity of Wore, write or ‘phone your nearest Today's Health representative 


every statement has been established 


New York 


re Pasadena 1, Calif. Chicago t,..aag. 


John | A phy Ren A. Aver George G. ¢ 7 
$1014 - 475 Fifth Ave Se vit build 1692 Board of Trade 
MUrray Hill 5-1744 234 £ yd Building 
RYan 1.9291 HArrison 7-0706 


Curtis 


todays hea 


PUBLISHED 
We have available a file tolder containing the 


complete story of TODAY'S HEALTH. We'll be 535 N. Dearborn Street — Phone: WHuitehall 4-1500 
glad to mail you a copy Chiu ago 10, Illinois 


SEPTEMBER 15 1953 


AN MEDICAL ASSOCIATION 


Learn about Amazing Space Stretcher 


e Group Meetings 
e Sales Meetings 
° Conferences 


DOUBLE Seating ans Table Space 
at a Moment’s Notice 


The new Clarin 


fablet Arm Chair that Folds 
combines table and chair 
If) cone You ll be amazed 
at how many people you can seat 
comfortably in a small office 
each of them table space 
well Thus, vou can hold those 
import int proup mectinyvs in almost anv office 


ind arrange for itin a few moments. Undoubtedly, 


you've wished tor ichau like this many times. Now its 


FOLDS FLAT IN 3 EASY STEPS 


WRITE TODAY! 


bree sllustrated Folder will give vo others are ing vainly to imiutate it 


ill details and description ot this won boan rubber cushioning at desired 


i, space-saving chart Quality buarle Write tor FREE tolder today' 
gives vears of service tolds cto flat Clarin Mtg Co., Dept 
1640 W. Harrison St, 


Chicago 44, Illinois 


moh depth for fast, safe stacking in 
niniMum space An engineering gen 


Lhere is a Clarin Steel Folding Chair for your every need 


New FREE. Catalog of complete line on request 


ENGINEERED QUALITY MAKES THE BIG DIFFERENCE IN FOLDING CHAIRS 


' 
ior salesmen knew or understood the 


leadquarters concept of the job. 
re, they were improvising in 


their own ideas. Fo 


with 

upervisors were spend 

me doing a selling job 

ves on the major accounts in 
regions and were doing nothing 
tbout directing, supervising, or train 
ny thei: men. Some men were at 
a full line, others 
oncentrating On a portion ot 


the line. 


tempting to show 
were 


some men were trying con 


Coming Soon 
... in Sales Management: 


A Long, Hard Look at the Sales 


Promotion Manager and His Job 


scientiously to cover all their accounts, 


others were concentrating on the few 


] 


irger ones. There was no consistency. 
Here ivain Was la k of 

thy } + e 

hnrough to see oO 


sound concept 


The compensation plan in effect 

raged the men to do the unim 
portant things and neglect the impor 
tant ones. Because compensation was 
basicall a comnmiission on sales, the 
nterest of the men was concentrated 
on getting ; r and then rushing 
on to the next ( ! to get another 
order. No time was allocated to the 
more important mer hand sing service 
that was needed to help their a 
counts sell more, ( | h S was corre ted 


h a revision in the compensa 


throug 
tion plan which placed emphasis on 
building sales volume through ac 
ounts rather than on the immediate 
ler.) 
‘he efhceiency of outside salesmen 
is a broader and bigger problem than 
the contribution they make to any one 
According to Dr. Harry 
Harvard Business 
ire approximately 1, 
in the 
United States. If their compensation 
s estimated at between $5,000 and 


$6,000 a veatr, and if reasonable ex 


company. 
Fosdal of the 
™ hool, there 
350,000 


outside salesmen 


penses are added, they account for 


$12 to SIS Aillion of distribution 


ost. 

The outside salesman is a vital fac 
tor In moving goods from the assem 
bly line to the consumer. He can doa 
better job for us if we think his job 
through. 


SALES MANAGEMENT 


Mr. Luts Oliver, trattic Manager 
Pratt a WHitneY DIV. NILES-BEMENT-POND CO. 
WEST HARTFORD. CONNECTICUT, /¢//s: 


> “How Railway Express 
cures a half-ton headache every time’ 


“The P & W Standard Measuring Machine is a source of undisputed accuracy 

for industry. . . and an inevitable shipping headache for us. These costly precision 
instruments must get ‘kid glove’ handling, all the way from our door to the 
customer's receiving platform... but they weigh up to half a ton! 


‘What's more, any adjustments or repairs must be made in our plant. We can’t 
help worrying...something could go wrong with any shipment, and the 
whole machine might have to be returned. Shipped by Railway Express 
exclusively, not one machine in my recollection has been returned 

because of damage en route! Time after time, Railway Express provides 

the careful, complete service we must have.” 


Shippers everywhere tell how they avoid worries, save time and money 
with Railway Express service. Whatever your shipping requirements... 
careful handling, prompt pickups, fast deliveries... 

you'll find it pays to call your local 

Railway Expressman. 


¥ 
{? 


! 


; 


wives meme. '4W4 > 
use the complete shipping S€ErUICE ... EXPRESS 


ICGENCS 


No size or weight limit @ Pickup and delivery, within prescribed vehicle limits, in all 
cities and principal towns @ Liberal valuation allowance e@ Receipt at both ends e 
Ship collect, prepaid, paid-in-part, or C.O.D. @ Ship by Air Express for extra speed. 
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Six companies tell why their .. . 


Honor Awards for Top Sales Performance 
Sharpen Incentive, Lift Morale 


Consistent, carefully planned award programs to single 


out competent salesmen pay off in better salesmanship, 
better work habits. Membership in many honor clubs is 


automatically qualification for future executive leadership. 


One of the most powerful mot 


ny forces behind i man’s desire 

mediocrity s his urge tor 
recognition 

‘That is why you are beginning to 


hear more about 


award programs 


ponsored by sales executives striving 
to stimulate greater accompl shn ent 
among individual salesmen. 

Men are singled out for honor be 
ause they have achieved sales volume 
nm excess of quota, or because of su 
perior activity in obtaining new pros 
pects, new outlets, or more profit per 


transaction, Awards are 


given tor 
highest sales-to-calls ratios, lowest ex 
pense per call, greatest success in ob 
taining collections, performing dem 
onstrations, greatest number of inter 
views and service follow ups. 

It is from the pool of consistent 
award winners that management men 
ire often selected. 

Kriden Calculating Machine Ce 
Inc., has a “Conquistadore” club for 
fulfill quota 
Eligibility for the 
Bowes, In 


salesmen who certain 
requirements, 
Pitney “Leadership” 
club means a three-day vacation at a 
resort hotel prizes, a visit to the 
home office 

Once a year, the man who best 
shows the qualities for “future sales 
leadership” “Manager for 
the Month” in the Armour and Co 
organization. 
Martin-Senour, Chicago, gives a sub 
stantial check to the salesman who 


best meets 


bec omes 


) 
Paint manufacturer 


? 

() requirements within a 
vear’s time 
bold, Ine. 


ot i] POO points of 


Sales personnel in Die 
must secure a minimum 
business in) an 
innual per od to gain membersh pin 
the company’s “100%” club. 

here are “Squab” clubs, “Top 
per’ clubs, “Men-of-the-Year” clubs 
ind hundreds of honorary organiza 
tions among companies that recognize 
the psychological and sales values of 


122 


rowning the heads of men whose 
rvice is distinguished. 

Awards vary from as mple plaq ie 
to elaborate Vacation trips cash 
bonds, merchandise prizes, stock, hon 
orary dinners, and—in some cases 
out oht promotion, 

In all cases a salesman must be 
above average to qual 7: awards are 
based on measured sales accompl sh 


ment 


Diebold's 100°/, Club 


s/o 


From a close examination of the 
I diebold Ir . 


Canton, ©., (filing equipment 


award program at 
sates 
microfilming equipment ) t is ob 
vious that a successful program of 
planned 


recognition IS as arefully 


and executed as a sales promotional 
Campargn., 

Diebold’s 1000, Club is composed 
entirely of sales personnel who must 
earn 1,200 points in a year’s time in 
order to qualify. Points are calculated 
on the basis of orders entered, with 
various point allocations depending 
on the degree of effort and time re 
qu red to sell various produ ts. Some 
of the Systems’ prod ictS are 


worth 
$25 per point; others are rated at $50 


I man sells $3,000 


per point. So, If a 
of the $25 per point items, he a 
quires 120 points that month. Points 
are added up at vear's end. 
According to W. K, Wilson, vice 
president and Systems sales manager, 
“There is no limitation on member 
ship. Any 
long as he acquires the total number 
of points. Of our total sales organi 


salesman can qual ty so 


zation in both the Bank and Systems 
sales divisions, an average of 20 to 
3007 of the total group have qual 
fied in the past six vears.” 

Wilson reveals that men who are 
n the Die 
“are picked as 


selected for management 


bold sales organization 


} from our L006; 


He reve ils that 


ompanyv recognizes membe 


ib men bership.’ 
in the club as q ialification for leader 
ship 

Club 
pense paid conventions at resort 
$100 check and 
pin. n addition 


members participate in 


tels recelve a 
10007” lapel 
winner's business cat are printed 
with a club insignia. 

The club originated in 1947, and 
the first club meeting was held at the 
General Oglethorpe Hotel, Savannah 
Bea h, | la. \leet ngs have been held 
every vear since at various resorts 
including French Lick 
French Lick, Ind.; The Homestead 
Hot Springs, Va.; and Congress Lake 
Country Club, Canton, O. 

Meetings last three davs. ] mphasis 
is on golf 


Springs 


swimming and entertau 

ment. Yet the underlying ph losophy 

s “to get value out of the 1 = 
During the three-day 

hours are devoted to business meet 

ings. Men 


s iles situations thes 


explain ipplications ol 
have encounter 
ed » that the sessions become edu 
itional. The meetings are turned 

o the men themselves. They 
arry on with their own officers 
charge. Executive personnel are there 
merely to assist them nN condu ting 
the meeting. 

Diebold observes these values Tron 
the program: 

1. Winners have the opportunity to 
“rub shoulders” with other successful 
They exchange ideas. A s:; 
Dallas, savs Wilson, once 
commented that he had enjoved 
tend nga meeting because he had 


men. 


man in 


opportunity to talk to a man fron 
Eastern office and pick up an 
that later $1000 


commission. 


made h m over 


2. Men have an opportunity 
meet “our top management group 
The board chairman, directors 
president, chairman of the executi 
committee, tactory management pet 
sonnel and sales management person 
nel attend. 

3. Ideas come tron the meetings 

We use the meetings as a sounding 
board for promotional activities and 
new product sales research,’ remarks 
Wilson, 


“and product mproveme if 
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O'MALLY'S with headquarters at Phoenix (population 106,818) 
is Arizona's No. | building products outlet. A pioneer merchan- 
diser of lawn and garden supplies, paint;and hardware. 


S. L. SHANAMAN, INC., Phoenixville, Pa. (population, 12,282) 
uses department store methods to sell building products. Re 
cent Brand Names award winner. 


In BIG city or small town 
BSN SUPERMARKETS 
can help you SELL 


BUILDING SUPPLY NEWS with its 20,000 
building material dealer-readers, can lap for 
you the big buying power of 100,000 con. 
tractor-builders and 46 million families and 
farmers. 

Where do you need business? Big city? Small 
town? BSN’s dealer-readers are big dealers in 
hie cities—and eenerally the BIGGEST dealers 
in small towns. They average $356,000 in sale 
annually—thousands of them with annual sales 
in the millions—an & billion dollar giant of 


modern merchandising 
Don't settle for less than the whole market! 


Because these dealers are headquarters for 
building material sales, they are also the best 
possible outlets for the fast-expanding DO-IT- 
YOURSELF market and the millions of dollars 
worth of tools and materials the homeowner 
is buying 

Youll reach BSN’s more than 2.000 top whole 
alers too—regular readers of this the FIRS 
dealer merchandising publication. 


BUILDING 
SUPPLY NEWS 


5 S$. Wabash Ave., Chicago 3, Ill 


luable ones stresses, “and any mi 
rs, too « Conquistadore has really ea 
ontest | trip. ‘| here are no honorary 
ships, and under no cit 


tations ssued 
ofr q alit 

their own Wa 
L. ke most hono 


] 
es ele 


President 


eq pment 
pt in ned ho 17 Dependability 


, ; 
ments, handling 


othces entail 
son, election 
Martin-Senour's of the esteem 
Salesman-of-the-Year ports efhciently ) held by the sales organization, 
Pey onal mor il onduct. the offices are highly oveted. accord 
different fro Diebold executive ability. ng to Lund. Incumbent officers forn 
n singling ou not Handles my d te 


thre Sale Man Oo thre inced tor expe 


penses id \ mittee which is filled ou 
Nl art 1" 


nucleus of the nominating con 


Friden's Select Group: ~~. wishes, and management 
The Conquistadores takes 10 part in this 
There Ss no | mit to the nun ber ot 
Karly it 0, Friden Calculating Conquistadores. All who quality are 
ir divisional Machine Co., Inc.. announced that invited, but their qualifications are 
iluates the salesmen hencetorwa d ompany sales repre good for only one vear. \ total 
»») 


sdiction and then nomi sentatives “anywhere n the world 


/ Conquistadores attended t 
inding candidate fron who tulfilled 


certain requirements 1953 convention. Each vear the grou 
the OMpPany aw ird would become ‘ Conquist idores. ind has included a number of tore on re 
it Ch wo he wlqua would be 


1) 
' 
7 fo party pate in the esentatives, some trom Hong Kong 
; los Conquistadores’ Tokvo, South and Central Ameri 
hoice is fir iva n Nlontereyv. Cal. | irope. 


John Lund airm; . Lund insists that no effort is spared 


my the me h non first 


savs that n making conventions “truly men 
vent. the value orable.’ When the Fiesta de los 
been “‘extrao Conquistadores is held in California 
is it is on alternate years, the ] 
points on points out ind Midwestern men gather 
on the basis ot ago tor a trip west on the 
omplishment. salesman must liner “City of San Francisco” 
his tull year’s quota during the ill-Friden train that day 
months preceding the convention sentative of the home office 
st also make his monthly the train, and the trip 
the 12 months.” It Ch 
yea ound pertorn Here’s what happens: 
i rules out met \ ‘ ; tory for 
Mat have some exceptionally he nt al inch ther 
good months but whose sales thro igh nt i¢ \lonterey : the vyrouy 


t been venerally ip he moves into Del Nlonte Lodge 
d the two hotels in Carmel which 


teat | 


state tha 


andle the o erflow. 


to sell the Kansas farmer 


__— Kansas Farmer 


PUBLISHED BY CAPPER PUBLICATIONS - LARGEST AGRICULTURAL PRESS IN THE WORLD 


Sales Offices: New York, Cleveland, Chicago, Topeka, Los Angeles and San Francisco 
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than any other 
selling medium in the 


Oregon Market! \ 


BECAUSE THE OREGONIAN PAYS 
OFF BIGGEST with more women at the 


= = 7 


Retail Advertising 
General Advertising 
Classified Advertising 


the Oregonian 


Portland City Zone PORTLAND, OREGON 


City & Retail 
Trading Zones 
Total Oregon Market 
ges Cir ula ) i ’ acti Oo we 
289,542 Sunday Largest Circulation in the Pacific Northwest 


BOTH DAILY 
ano SUNDAY 


229,004 Daily 


REPRESENTED NATIONAL(Y BY MOLONEY, REGAN & SCHMITT INC, 


at Del Monte Lodge are divided be 
tween business sessions and golf, ten 
nis fish ng, sightseeing and 


- 


plain 
loafing. All expenses are borne by 
the company, except those brought 
ibout by dice irds, or extra refresh 
ments, 


What 


Laind suggests that management's 


values does Friden see ? 
ippraisal ? the 
immed up by the 


Conqu stadore 


program 1S best 
comments ; a 
himself who 
We've seen 


iles organization grow from a bun 


one meeting said: 


ilesmen yetting together tor 


time. to a elect fraternity of 


sional ilculator expert 


The club pays substantial d 
nds, Lund think ‘says the pro 
timulates Ss 1 two ve 
‘The men ha 
belor y tt the 
nbership 


experiences 
line ‘In 


Increasing 
knowles re ot the ' 


business 
Lund sums up, “the men become we 
iquainted ind the result is a strony 


fee] ny ot belonegit 


Pitney-Bowes Club: 
Sales Leadership 


Pitney-Bowes In 

(ina ling 1 ich Hes 

Sales Leadersh ~ club. Tn I 
ploye’s handbook You ind You 
Job if Pitney Bowes 


omnment: 


Conn. 


there is this 
“One otf our most olortul and 
highly respected organizations is the 


Sales Leadership Club. Membership 


6 


in the Ciub is awarded to branch 
managers and salesmen on the basis 
of outstanding sales perto mance.’ 
Like most award programs, this 
one culminates in a convention. Eli 
gibility is on a quota basis. 


are set up for each salesman ind 


(Quotas 


branch office, with consideration 
given to length of service and the 
previous production record of the in 
dividual. 
In addition to sales quotas 
bership requires the salesman 
ure a minimum number ot orders 
one or more models of machines 
There are approximately 200 win 
each year, and these are mana 
s and salesmen in’ Pitney-Bowes 
es thro igho if the | 
la. They 
f 


are brought to th 


" 
( ol i short visit then 


ported chartered 
gener: 


Bowe ‘ 


Goodyear's 
Award of Merit 


eld salesmen for the (joodyeat 

& Rubber Co., Akron, O., are 
el uv ble to receive the h vhest award 
conferred upon company employes 
It’s called the Litchfield Award of 
\lerit, named after Goodyear's board 
chairman and the originator of the 
ecognition awards, P. W. Litchfield 
Litchfield, presents gold 
medals to men whose qualities ot 
‘leadership, loyalty, adaptability, de 
velopment 
plishment”’ 


himself, 


mprovement and accom 
are adjudged tops by an 
wards committee 


Here 


budget-Saving 
must with... 


the story 
You can 
Akron Ohio metropolitan mar- 
ket (pop. over 410,000 
one newSpaper at one low cost. Where will 
you find a similar market with this 
advantage? Make 


* The Akron Beacon Journal 


juickly: 
reach the entire 


with 


Akron a 


Continental's 


Hall of Fame 


Continental Coffee Co., Inc., Chi 
cago, has just introduced what the 
ompany calls ‘ta new tradition,” se 
lecting one salesman for outstanding 
nd exceptional performance “in 
, He be omes a 
candidate for the company’s “Hall ot 
Fame” honors for the vear. 
To be el gible tol 
Hall of 


must show a minimum net increase of 


every sales category. 


a place 
Fame, the route salesman 
1,000 pounds of new = alias 
pound above the 1,000 salesman 
receives 10 points. 
In iddition tl ntal sales 
mh Wu pec. » lirements 


1 onthl 


hor 


p wrorv! 


sented to the salesn in for his home 
4. A S500 1. 


The common denominator among 


ash AW als 


all award programs is “extra reward 
for effort.” It is a wavy of transtorn 
ing the sluggish into better planners 
better producers. It is exciting. 

But it can fall flat if goals are be 
vond reach, if the gram is hap 
hazardly organized, f the point 
system Is too comp] cated to be unde: 
stood easily. And betore Staging a 
contest or organizing an honor award 
program the primary job for manage 
ment is to define the objective. 

Are men to compete against them 
selves, or against other groups within 
the organization 2 

Should the program help to in 
crease the s 7e of the order, or obtain 
new customers? Is it to capture sales 
in slow seasons, or increase qual t\ 
line sales? Is it to urge salesmen to 
concentrate on the promotion of a 
single product which they might be 
tempted to ignore? 

Or is the award program designed 
to lift morale and sharpen incentive ? 

Charles B. Roth, in’ his book 
‘Stimulating Salesmen Successfully,” 
sums up award programs deftly, and 
suggests the power oft them. Be Luise 
the urge to compete is “rooted so deti 
nitely in the basic desire of human 
beings,” writes Roth, “it will always 
be one of the most effective means ot 
oreater et 


y 


stimulating salesmen to 


fort.’ 
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New Books for 
Marketing Men 


Books reviewed or mentioned in_ this 
column are not available from SALES 
MANAGEMENT. Please order from your 
book store or direct from the publisher. 


Why Do People Buy? 13) the editors of 
Fortune. Published by MeGraw-Hill Book 
( Inc., 330 W. 42nd St.. New York, 36, 
N \ Price, $3 50 

A close look at salesmen and at sales 
manship: The series of articles in Fortune 
on these subjects, which drew unprece 
dented response for the publication, has 
been put into book form. The articles 
minee no words: Where salesmanship has 
hit a | where salesmen have stopped 
selling because selling in this market 
isn't necessary the book waxes critical 
indeed. The salesman’s relationships with 
his emplover, his customers, his attitude 
toward his job, his compensation and the 
public's attitude toward him are investi 


gated herein 


Books For The Advertising and Market- 
ing Men. Published by the Bureau of Re 
search and Edueation, Advertising Feder 
ation of America, 330 W. 42nd St., New 
N.Y. Price, $1.06 

Here's an excellent classified bibliog 
raphy on advertising, marketing, selling 
ind related subjects. There are 1,747 list 
ings, 60 subject classifications and a direc- 
tory of 361 book publishers represented 
in the bibliography. The book is indexed 
by subject 


Selling To Industry. By Bernard Lester. 
Published by The Industrial Press, 148 
Lafavette St.. New York, 13, N.Y. Price, 
$3.50 

The author is a consulting management 
engineer and was formerly a sales execu- 
tive for Westinghouse Electric Corp. His 
book is primarily for the engineer who 
sells to industry. He covers the field thor 
ouhgly, with chapters on sales program 
essentials, successful sales interviews, 
meeting the prospects objections 


How To Sell Your Way To Success. 
By Charles B. Roth. Published by Me 
Graw-Hill Book Co., Ine., 330 W. 42nd 
St., New York, 36, N.Y. Price, $3.50 

Want to develop a positive sales per 
sonality ? Want to get the prospect to say 
“ves? Want to keep your customers 
satisfied? The author, whose pr,vious 
book was Professional Salesmanship, de 
votes his book to helps along these and 
kindred lines 


Evaluating Sales Training Needs and 

Methods. Published by Americ: Man 
agement Association. Price 

discussion and three chapters 

on the subject of sales training 

this excellent booklet. The panel 


are top sales executives 
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One 656 Year 


LACY E. CRAIN (left) records a vendor's sales talk 


Our Salesmen Learn Faster 
When They Say it on Tape 


e passed trot 
Nlost of the 
possession 


ind “‘low-third 


The right kinds of tape recordings help Conco Chemical'’s — Canco’s 
26-man sales force to master sales presentations in one- | 


salesmen. 


tenth the usual time. The men record and criticize their own = lowe Hrd men, we contident 


to see a the fop th rd 


sales talks, and make training records for each other, ‘wo from now. | 


potent il sales 


1 sities record 


BY LACY E. CRAIN °* President, Conco Chemical Co. pence 
on Conco prod i 
how he 
the field, bette: prepared 
th in d d old training me thods : 


opinion of Lacy our times a vear, all Conco rep 


heip us put a new salesman out 


( 


n, pres tt Conco Chen l sentatives ittend the COMPAany s } 
Le Dallas, a firm that manufac lay sales training school. Conco’s top 
es and sells tloor cleaning products salesmen do most of the “teaching.” 
supplic by means of tape recordings which 1 id kon 
i salesman sells, he talk ; prepare in uivance Sessions ra ire! suppl ed 
sO t makes sense to lly planned by Crain 


effectiy oken’ les Training Director W 


subjects such as: “How 
()-San,” “How I Sell 
How to Sell to Hotels.” “C 
ting Suggestions | Make to 
‘How I Help 
Conco’s Cost-¢ 


NT 


Goods 


in Ohio’s primary market! 
(CUYAHOGA COUNTY) 


310,858 Cleveland Press families, highly 
concentrated in the primary Cuyahoga 
County* market, will deliver the kind of 
resulis you want your advertising to pro- 
duce. When you plan your advertising to 
get more business take advantage of the 
power of this great selling medium. 

Your nearest Scripps-Howard represent- 
ative will give you complete market infor- 
mation on Ohio’s No. 1 market. 


as a greater 


7 out of 10 read 
THE 


CLEVELAND PRESS 


OHIO’S LARGEST DAILY 


— 


Clevela 


The 


Newer Conco salesmen seldom are 
asked to tape-record tor 
‘tape-consciousness 

talking naturally. u ter a 
has been with Conco nine 


How Conco Began 


“For the fellow who mixes imagination with salesmanship, there’s , i] 
more opportunity today than ever before,” says Lacy E. Crain, presi- oe elegla a ee ee 


a 
sales re 1 his voice alwavs is put 
dent, Conco Chemical Co., Dallas. 


on tape that Crain or Ra 


evaluate if. If the recording s 
Crain's career proves it. While he was an Army medical technician nae 48 1} 
cCelien we man necas no lp 
on Okinawa, Crain wrote to U, S. chemical firms and secured com.- 


there are rough edges, an executive 


makes tacttul suggestions, o1 the re 


re 


mitments on raw materials. Before his Worid War II discharge was 


five days old Crain and his wife, Margie Lynn Crain, had set up ad te plaved hefore the next sales 
Conco in a $4-a-month-Dallas garage. His stock: five 5-gallon cans of sted fue colicin 
hand soap, a 5-gallon can of wax, and some disinfectant. During each sales school session, 
recordings are made not only by all 
Today Conco has a well-stocked warehouse and air-conditioned around top salesmen but by salesmen 
offices who do a top job on particular Conco 
products and services. “Besides being 


nne training material recordings 


iild the ego and self-confidence of 
the men who make them,” Crain 
Crain explains. “A ‘live’ sales pres pick-ups by r competitors ‘rain points out. “Fach ‘recorder’ is hailed 
entation which he hears on his tape expla Ns as an expert on some phase ot Conco 
ma hine at night, aln ost equ ils a Duan ny h sZ week basi sales train operations. Sometimes th Ss ecogn 
ales n anager going out w th him on mg in Dall is, the new Conco sales tion of a man’s sales achievement on 

iles calls.” man repeatedly hears tape-recorded the only item with which he was suc 

Sometimes a new product wh h sales presentations When he. goes ceeding has so increased his confi 
had sold slowly became a best selle into the field (accon pan ed, the first dence that he has quickly bettered 


oon after Conco “put it on tape.” two or three weeks, by a Conco dis his all-around sales performance. 
Kirst draft of a new-product. sales trict sales manager or an experienced 

presentation is pre pared by ; ; Conco salesman ) tape re ordings are 

ence group consisting of ( € sent to him regular Our products Who Pays Bills? 

and several top Conco salesmen. ind services are highly technical,” 


Otten, for such a group, Crain plays says Crain. “Sales maturity can ; ; 
Conco makes every s; school a 


re ord ny ot the supplier's hardly “ expected o! the new man 
family affair, pays ave 1 and 


talk sold) him the product (under 9 months to a vear). How 


Iging cxpenecs for wives. and chil 
When a supplier's salesman is in his \ tape recordings help him reach nde ny “aay USES 10 ; , 
oth { he Sit | ly t Irtls on the ft ipe 1 It h taster t prod ictiveness level aren who CUES « 


” y «rT , ¢ CcTIV 
ordes profitable to him and to us. All ecreational acti . 
Conco salesmen work on commission Dad attends technical sessions. Even 
plus draw ng account Comn ISSIONS ne everybody iin together ve 
Why He Gets Job range tron VG to 3 ar, depend ny larious Lonco family part ri “4 
liquor is served: “We have too much 


on the product exper enced Conco ’ 
fun to need it, says Crain. 


' 
| | , salesmen earn from $700 to $1,500 head | ‘ 
titat \ ve » oy . S S s<Ipal S 
CHTATIVETY approved 4 The group monthly, their prod ictiveness usually Pes ‘aps 2 Salesman 


the ne Si yresentat is d sS fut speecl sales 
Se tles presentation is field being proportionate to ength of and make ORR, Saeko al 


tested by the several salesmen who ervice. ) men may rib each other, Via ipe. \ 


helped work it out, \ second con wives’ quartette may sing, on tape. 


terence adds points which pilot tests Last February during Conco’s 3-day 


have shown to be needed. and Ask Self-Criticism “Roundup and Rodeo  Sellebration 
mooths off rough edges Salesmen ‘held at Lake Murray, neat Ard 
who have partic pated n conterences more, Okla. all) salesmen got west 
then master the new sales presenta Occasionally, a fa Vy expel enced ern names. The sales school was pre 
tion, and the man who does the best Conco salesman shows a sales lag ceded by a “meeting in Bunk House 
job is asked to record his t ilk “Tapes which is either gene! or on one f reunion and roundup 


are sent to all salesmen iten He Is isked record h s l nost ly western n 


We don't believe mn mined’ sales sales presentation hen s plaved duce by su h mnoul ‘ments is, 
i 


resentations,” remarks Crain but before the sales group tor ‘ will now hear d Rive Va 
do ask all our men to memorize onstructive riticism, Oy sales ev’ sung by Montana ‘Chick’ Lukens, 
mrou thly oul planned sales talks men voted for this yroup riticism,” Hash \l Connel and Slim Mit hell.” 
0 adapt then n their own Crain expl uns; “but only salesmen in evening party salesmen and 
ind to their own selling meth offer criticism. Executives make fa 
\lemor 7 vy ; model presenta or ible omments or none.” u lance ft rites. 
luce s believed that a salesma "r ! vs help Conco reap 
and with mi react badly to group criticisn rull many lively sales 
self-conhi I : t 1 tape recording ( : uring a recently nelided 
espect new Conco in Crain’s or Rav’s office and usually 1 ? "contest 
resentative.’ l ‘TI . “Te’s i revealing rote t essays on “su 
All of Conco’s sales presentations epery 7 ‘ar one’s self talk shown by various Conco products 
changed several times vearly to ‘rau a ast Vv, tor ise. a salesman submitted 


ds staleness “And because of nee on tape’.”’ mal ! es as he wished, but each 
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When you buy 
radio time (or TV) 
in the QUAD-CITIES 


. « » remember 


WHBF is now CBS! 


This powerful combination offers you 


CRS 


wen 


st 


e*eeeeee#es%* @ @ 
©*eeees#se# ss 


__ gue 


r 


better Quad-City coverage at lower cost 
Now more than ever WHBE Radio ts a necessary MUS1 


on the list of many aggressive advertisers who want to 
sell profital ly to the 242,000 peo] le of the Quad- ities 
(| lus the additional thousands in the trading area ad 


racent to this important Midwest market. ) 


CONSIDER THESE LATEST MARKET FACTS 


Standard Metropolitan ¢ nty 


Sut 


84th in POPULATION 
74th in RETAIL SALES 


80th in FOOD SALES 


7Oth in DRUG SALES 
64th in AUTOMOTIVE SALES 


EFFECTIVE BUYING INCOME 
per CAPITA 


EFFECTIVE BUYING INCOME 
per FAMILY 


t WHF, ¢t 
i CBS ¢ ale i ; 
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AVERY-KNODEL, Representatives 


an a ee ee ee ee ee en ee ee ee er er er er ee ee ee oe ee oe ee oe ee | 


JOHNSON, V.P. and Gen. Mer leleo Bldy Rock Island, Ill 
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MORE LOCAL 
ADVERTISERS 
USE 


WGAR! 


There's a reason why WGAR enjoys 
overwhelming acceptance by local 
advertisers—now more than 100! The 
reason—more sales per dollar spent! 

PROMOTION attracts listeners; 
quality programming keeps listeners. 
WGAR has doth. 


ly pical WGAR promotions include 


KALIL. 


>) Je) = 

; Pan | | 
R- 

uo) 

COLORFUL BILLBOARDS 
Heralding “The Big Show Wher 
ever You Go”, they feature local 
WGAR personalities, plus CBS 


stars—help merchandise WGAR 
advertisers! 


7 
, 
¥ 


>) 


? 


MOVIE TRAILERS 


Outdoor and neighborhood 
theatres are starring WGAR 
yversonalities and shows; 
eet ey «ote Al 


SPECIAL EVENTS 


Fifteen hundred listeners joined 
in WGAR’'s annual excursion 
train to Ohio State Fair (4th 
year) and County Fair displays 
and broadcasts 


WINDOW DISPLAYS 


Remind Northern Ohioans of 
WGAK stars and activities 
boosting programs and adver 
tisers alike! 


In Northern Ohio 


GAR 


THE SPOT FOR SPOT RADIO 
Cleveland 


_ 50,000 watts . 


Fi, ces we 


Eastern Office: at 
665 Fifth Ave, N_Y.C 
Represented by The Henry t. Christal Co 
in Canada by Radio Time Sales, ltd, Toronto 
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Leadership 


The real leader relies on 
authority arising out of the 
common desires and objectives 
of the grcup . a leader in 
spires others to do voluntarily 
and cooperatively what is in the 
balanced best interests of all 
A real leader earns his authority 
by understanding integrating 
interpreting representing and 
supporting the common desires 
and objectives of the men whom 


he leads 


By L. Byron Cherry 
Management Consultant 
General Electric Co. 


' 
say had to bé accompanied by a 


=| 


gallon or larger order on the prod 
t about which he wrote. Winning 
CSsayVs fape-recol led n the home 
othce, will be sent to salesmen out in 
the field, then will be used at Conco’s 
October sales training school in Dal 
las. ‘This contest brought a lot ot 
fine sales talks,” says Crain. 
Conco still has six first 
salesmen, hired . Now 
e 26 salesmen 
managers who also 


igh still 


Conco has become one ot 


comparatis 


compames of its kind 
In 1946 Oo 

ently, each month exceeds that 
imount. Mianufact ining only about 
30°) of its n erchandise, Conco sells 


all products unde its own brand 


grossed S30.000; 


name. 
Sales force turnove unusual] 
low and Conco, known 


/ 
I 


ry to work to pet 
salesmen’s ‘ pl itions than it needs. 
‘HI ippiness 


force sten Pon many tacto 


ind produ tiveness of oul 
omments Crain Our men live it 
the sales tc Ories, Wi choose 
who own their 
for then 
ve part in their cor 
Tun ties. | ich salesn is tan ly 
takes a keen interest in Conco. (Du 
ing some sales contests, we make the 
man’s wife his ‘sales manager, and 
send his contest mi 4 
sft 


oO! 5 prizes 


went to winne 


all on sales traming 
men pol sh their s ile 
ind help then 


know how. sé 


More Advertisers 


Use WGAR 
LOCALLY! 


1953 sets an all-time high for 
local advertisers using WGAR! 
National products, too, must 
win local acceptance to win 
sales. WGAR has demonstrated 
its powerful local influence 
through quality programming 
and topnotch promotion. 


More People Working 


W ith nearly two millionon 
the job in the area served 
by WGAR, there's a tre- 
mendous market of people 


willing and able to buy. 


More Spending 


Nearly 8 billion spendable 
income average itncome 
nearly double the national 
average, here's a market 
where it pays to use the 
effectiveness of WGAR! 


More Selling Power 


For results use WGAR! WGAR reaches more 
listeners, more often and more effectively than 
any medium in Northern Ohio! For results, 
use WGAR! 


In Northern Ohio 


GA 


THE SPOT FOR SPOT RADIO 
Cleveland 
—_ 50,000 watts 


Fi, CBS 


Eastern Office: at 
665 Fifth Ave, N-Y.C 
Represented by The Henry |. Christal Co 
in Canada by Radio Time Sales, Ltd., Toronto 
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QUICK « DRAMATIC «¢ EFFECTIVE 


Here's the answer to your presentation problems. 
Here’s how you and your sales staff can multiply 
your effectiveness at sales meetings, dealer meet- 
ings or conventions. Easy to use the “Black 
Magic Board” dramatizes your message. Its visual 
appeal holds the attention of your audience 

makes them wonder what's coming next. As the 
speaker talks. he builds up colored symbols on the 
board and these symbols adhere as if by magie. 


The audience SEES and REMEMBERS your story! 


BMB No. 2 | BMB No. 5 


case 


Board and carry Board and carrying 
Price $50.00 Price $55.00 
Board without case Board without case 
Price $45.00 Price $50.00 


>| 


J 


— — 
t 6 x 48 


Roa 


MB No. 3 


Price $60.00 


f W Price $30.00 
Price $55.00 


foul! 


= BMB No. 4 | ILLUSTRATION STOCK SHEETS 


~w 


Board wit t 
Price $65.00 


1] | 
| , 
SPECIAL KIT Board No. 1 including five (5) illustration sheets. Price $39.50 


ALL PRICES PLUS SHIPPING e prices subject to cha A 


A complete visual presentation service SALES ANALYSIS + FIELD STUDIES « CREATIVE IDEAS & 
VISUAL PLANNING « ART MECHANICALS + COPY « PRODUCTION & DISTRIBUTION + TRAINING 
SALES STRATEGY PLUS VISUAL METHODS In all visual media. 


HILE-DAMROTH, INC. 270 PARK AVENUE NEW YORK 17, N.Y. PLAZA 5-2078 
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How Standard's 


People Build 


PEOPLE WHO LIKE US buy from us, That's why plant tours have become an important part of 


Goodwill: 


teachers look up at a complicated 


cat cracker.” 


Standard Oil's public relations program. At the company's Whiting, Ind., refinery, a group of school 


How—and Why-—Standard Oil Puts Its 
Public Relations Policies in Writing 


Why write ‘em down? Answer: Everyone on the policy level 
is forced to think through each separate phase of the pro- 
gram. Each is forced to evaluate good public relations as a 
management function. And there are many other dividends. 


BY DAVID J. 


When emploves or one 
leliver 


that's a tremendous Step in the direc 


company 
) \¢ ) _ ] . 
) speeches in one yea 


when 
1.202 of these speeches are made by 
held) managers, and S841) by field 
Manufacturing men 


tion oft good public relations ; 


against 119 by 
top brass in the general office, it’s 
time to turn the spotlight on that 
companys public relations depart 
ment. 

fo Standard = QOjul (Indiana), 
speech-making is an integral part ef 
it Sut this 


ictivity is only one facet of the over 


s public relations program 


all picture. Other phases in the com 


pany’s program are received with 
equal enthusiasm by employes in the 
field and in the Chicago home offices. 
Obviously, all 51,000 employes (28, 
23.000 


wholehear tedly 


OOO in the parent company, 
itt subsidiaries ) are 
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ATCHISON 


behind Standard QOjzl’s) public rela 
tions department. 

How was it possible for this large 
organization to achieve impressive re 
sults ? The answer might be the 
“Sales Field Public Relations Man 
ual” issued by the company on Sep 
1952, Public 
advertising man 


agers in Standard Oil's 28 sales fields 


tember relations 


directors and /or 
in 15 Midwestern states cooperated 
in compiling it, as did key personnel 
in refineries. 

\ healthy 10% x 1113" loose leat 
book, bound in‘red leather and index 
tabbed tor easy reterence, it has be 
come the “Bible” ot public relations 
policy tor the organization. It is the 
result of a one-vear writing job, de 
signed to establish uniformity of op 
erations and policy on a higher level 
than had existed. 


veteran publi 
Standard Ohl 
had long thought there was a need 
tor this kind of book and—as_ the 


company grew and its public relations 


Conge Reynolds, 


relations director ton 


activities increased, the need became 
evident. A 


planning committee took over the job 


nereasingly long-range 
Sections of the book were written 
by specialists within the public rela 
tions department. Company policy 
matters were checked by the board 
headed by Dr. Robert I 
Wilson, Chairman. The year’s writ 
Ing time, and checking ot dratts by 
the board, 


direc tors, 


created much enthusiasm 
among board members, according to 
Reynolds, who found that the long 
chore served to “co-ordinate thinking 
of top management on public rela 
tions matters.” 

Phe Standard Oil manual is) di 
vided into two parts, with 16 sections 
in “Part A” and tour 
“Part Bo’ Each section deals with a 
different public relations or publicity 


sections in 


activity such as press relations, meet 
ings, public speaking, tours and open 
houses. Responsibility. for compiling 
all intormation was divided among 
the three assistant directors of public 


relations: John Canning, in charge of 


press and radio intormation; James 
MI. Patterson, in charge of field pub 
Don Campbell, special 


ist on employe public relations, 


Lic relations; 


SALES MANAGEMENT 


BAG OF TEST-TUBE TRICKS is sure-fire 


atiention-holder when S-O speakers ex 


plain refinery operations to outsiders 


rson | impbell made €NX 


field trip irn «What 


Was 
vers to bette 
and 
the field 
| 


proposed 


able assist 


written i 
each field man 
staff 
ed \lanagers 


tions and 


chine the 


ts Were 


book be 


When the 
buted last tall, the 
tield 


do this long 


book Was 

gene! 

Was didn't 

ago? Probably 

Standards staff 
vetting nt mation trom 

like pulling 

almost 


managers 
one 
ISON, believes 
then betore this 
teeth i situation ound n 
men had a 
book, and 

(And, ot 


elations men 


big company. Ou 
to help with 
became 
the field jp iblic 
answer to 
prayers 
\pp: usal of top 
action in Chicago was something like 


this I he 


oo 


Managements re 


most valuable part was 


t company ofhcers to read 


nk about th pi lic relations 


Reynolds dshis ints 


assist 
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MANAGEMENT FUNCTION ir 
general offices 


questions of board of directors seated on stage 


in Chicago gather each year tc 


employe relations is pointed up when S-O employes from 


hear discussion of annual report, ask policy 


TEACHING 4-H YOUTH proper farm equipment care is part of company's PR plan 
Dr. Robert E. Wilson, chairman of the board, hands youngster $300 scholarship he won 


in maintenance contest backed by company 


+ 


vreat \ alues came ou 


participation of top people who 


are certam that 
ot the 


became aware ot the muportance of 


good ~ ibli elations as they read the 


section | a 
Iive books 


TSO 
| 


hund 1 of othe ed 
rinted ¢ field 
nel, shghtly alte 
titled 


sales 


Refinery IIMA 
1 prod 

OO), 

blue 


Wane 


i different 


ed Version Was 


as traming, indoctrination of 
new employes In COMpany policy ete 

With Standard Oil people — in 
$600 \lidwest 


type problems encountered 


towns inp the and 
difterent 
n each community, a myriad of pub 
I elations subject matter was nec 
sarily covered in the red manual 


book 
Public Re 


In tive introduction to the 


Your Responsibilities in 
" signed by [TF 
and A. C 


sales, the pul 


) 
Benton 


Sail 


lations 
president sales 

general manager 

t the manual is set down with 
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In Chicago the 
newspaper which 
shows the largest 
linage increase in 
new passenger cal 

advertising is the 

CHICAGO AMERICAN 


a 
@ Nationally Represented by 


A Hearst Advertising Service 


For the WRITE line to 


GOOD WILL! 


INSIST ON 
The 0. uginad and Genuine 
PRESDON 


VU-RITER 


Patented, Triangular 
Shape Fits the 
Natural Curve 

of the Hand. 


erbe 


PEN CORP. 
ENGLEWOOD, N. J., 


emphasis to vive sales fields a pra 


al guide to good public relations.” 
“We want people to like our com- 
business with us on 


pany to do 


a friendly basis,” the introduction 
People who like us buy fron 
us. Public 
to operate our business profitably, to 


keep better 


dealers, and to retain investor 


States, 
good will makes it easie1 
get and employes and 
conti 
dence.’ 

Benton and Sailstad maintain that 
public 


at the top of our organiza 


responsibility to relations is 
“heaviest 
over-all 
policy and direction rests with the 
Chairman and the Board of Dire 
tors. They and others have the coun 
Public Rela 
Cjeneral 


tion lhe responsibility tor 


se] ind services of the 
tions 


(thee. 


Department in the 


Sales Managers Boss P.R. 


In the 


rita ily 


sales field, the 

esponsible tor pudlih ela 
Phe field public rela 

issists him. The 


| 

tions activities, 

tions representative 
Maye May ilso ; iv cin p 


tasks to 


othce manage 


lic relations assistant mi 


ivers, the sales 
salesmen wents ind 


sors. are expected t 
\ poli ies and practices 
in niom employes unde 
rection. Both help to tell 
con pany. story and to report 
oO management. 

Keach emplove has an influence 
on the opinions of his friends. All can 
Some do more than others.” 

Part \" of the Standard 


Sales | 


help 


Responsibilities 
1, dealing with pl 


clearly defines con pan 


is be ne one to “he Ip the press 


poli \ 


newspapers MavaZzines and other 


public ithons as well as radio and 


ston to report and interpret 
* Standard Oil business story to the 


bli I he 


press re | ition 


p ess’ and 


terms 


t} 


Ws Se 


ibstract 


VY company people 


ial intormation will 
and promptly in answer to in 


ries from press representatives. 


+. Willingly and immediately per 


mit access to plants for reporters and 


photog aphe Sin times of emergency, 


such as fires and floods, to the 
security and human 


limits 
or national 


satety. 


5. Willingly and immediately state 
the known tacts of an emergency 
situation in answer to inquiries trom 
responsible representatives 0 
press, even though the facts ma 


alwavs be favorable to the comp 


Provide factual ir 


ct misstatements. 


7. At all 


working relations with the press. 


times maintain good 


\lanagers are also told that it 
company policy to: 

Li iH statements fo subie 
lated fo 


pe t oleun 


company business 
industry. 

Refrain trom expecting 01 
ne any in treatment 


about the 


preference 


news company be 


onet 


+} | 


Respor sibilit 


atest 


The Chain of Command 


lucational inform: 


Ly} 
responsibDie¢ 


in his ferritors \\ 


isdiction, Ne is 


rer S 


spokesman 


OMpany ind authorized 
f espe illy 1 ene 


ions, In keeping with the 
h s best business } idgment 

relations represt 
relations a 


press 
n his feld under the directior 


eld Manager and with tiie 


COMMpPany people ds 
ces dictate. 
tf the field n anager is untan 
with the workings ot the 
will not be in the dark for long as 
the next section on “Pro 


The manual tells him about 


press 
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PAIR FORCE {J 
TIMES 3& TIMES 


YES, BUDDY....... 
YOU'RE BIG BUSINESS 


You servicemen and your families spend 


7 BituioNn dollars on consumer goods 
yearly. Smart advertisers sell to you 
with ads in the network of weekly serv- 
ice Me wspape rs 
GREATEST SERVICE COVERAGE 
Lowest Cost PER 1,000 READERS 

Market data book yours jor the asking at 
nearest office 


ARMY TIMES - NAVY TIMES - AIR FORCE TIMES 


ARMY TIMES 
PUBLISHING CO. 


3132 M. ST. N. W. 
WASHINGTON 7, D. C. 
oe 


Branch Offices in: NEW YORK » LOS ANGELES 
PHILADELPHIA- SAN FRANCISCO. CHICAGO 
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taking and field office news 
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enced difficulties in defining for the 
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coverage. 
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just whi is news and 
what is not in thei iculat 
might adapt the Standard Oil plan. 


rding to Standard there are, in 
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AIR FORCE DAILY WY 

RIGHT! JUST FOR YOU 


AIR FORCE PERSONNEL 


and your families in Great Britain 
Europe and North Africa. Circulated 
from London 5 days a week. Parallels 
the sweep of APEX (Air Force Exchange) 
System throughout England, Europe 
and North Africa. Reaches American 
consumers abroad 


three distinct methods tor re 
g¢ company news in which field 


are involved: 


a. News originated and released 
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that occur locally within a field and 
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Smart Packers ~~ 
Use Balloons... 


®@ To spark new product 
sales! 


release news 


@ To“switch” kiddies and 
their buying parents 
to YOUR brand! 

@ To advertise season- 
al items...“*specials”’. 


Because Balloons... 
@ are inexpensive, easy to use 
@ have real toy value as premiums 


@ carry your imprinted adver- 

tising far and wide 
It pays you to write TODAY for PARENTS / 
samples, ideas, imprint and a ll 
low cost information to ow VFUrs,.. 


Ad Service Department, 4 ? * “> 
The PIONEEK Rubber ( susrantoed by 
Good Houseneeping 
TTT ; 
press radio ind tele sion 


Company 199 Tiffin Rd, 
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that while ‘ 
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the whole thing. We st 
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Write for your United Rate Calculator to 
help determine moving costs. We will 
also send a helpful United Moving Kit. 


UNITED VANS EXCLUSIVELY 
ARE " SANITIZED 
FOR YOUR PROTECTION 


Give your men an even break 
when they move! 


@ Those salesmen or executives you are going 


to transfer . 


. » give them a break by having 


their household move carefully Pre-Planned by 
United Van Lines and moved in “Sanitized vans. 


When a United agent is on the job, your people 
can keep their minds on your work! That's because 
the efficient United team takes over and 

gets everybody settled happily, on schedule. 


For details, just dial the nearby United agent, 
listed in your classified phone book. He is always 
prepared to serve you promptly. 


United VAN LINES, inc. 


MOVING WITH CARE EVERYWHERE 
OVER 400 AGENTS IN U. $. and CANADA 


Headquarters— ST. LOUIS 17, MISSOURI 


speak 
ng by employes whom managers con 
der qualified to 


Standard encouray 


represent thre com 

and promote tavorable public 
nion. Personal appearances pro 
de benefits that cannot be obtained 
hrough impersonal approaches. 
expenses and fees: Field manage 
ent approves use of tin ind travel 
expense Distance, size of audience 
ind value to the company are con 
dered. Fees and expenses are not to 
he accepted for public appearances in 
behalf of the company 

Politics: 


i company representative 


No employe hay speak is 
nh partisan 
politics. Any employe may, of course 
speak as a private citizen in behalf of 
iny cause he considers worthy of sup 
port 

Che publi relations representative 
n the field office is active in the pub 
lic speaking programs. He: 


1. Develops groups of local speak 
ers to make talks and show films. 

?. Helps to get speaking engage 
ments 

3. Develops source materials and 
helps company representatives prepare 


talks. 


+. Provides audio-visual equipment 
iid trains others to use it. 


13€ 


6. Speaks public and shows films 


is time permits 
/ Prepares a qual r]y p bh] 
speak ny 
personnel tor the Greneral Ofhee Pub 
hic Relations Department. (When 
1 hy 


films are presented by a company rep 


eport on activities ot field 


reports are made on filn 
irculation and public speaking. When 
films are loaned to outside people 
only the filn 


made ) 


resentative 


culation report is 


Offer Film Service 


Standard Qh) 


spread use of suitable motion pictures 


encourages W de 


and sound slidefilms for public rela 
tions purposes. ‘The company has 
found that films are excellent public 
relations tools and that audiences are 
constantly growing. Im 1952, Stand 
ard Oil films were shown to three 
and a half million people, and the 
public relations department estimates 
that more than four million will 
make up the 1953 audience. 

A section of the manual devoted 
to films explains procedures for show 
ing them. The public relations rep 
resentative in each field has a film 


atalog listing more than 2,500 l6mm 


sound pictures which may be borrow 
ed w thout cost ; aPpronxin ately 3,500 
are available tor nominal rental tees 

Standard’s policy on meetings is 
explained in these words: “It is con 
pany poli vy to gain all possible Pp ibli 
elations benetits trom meetings held 
by Standard Oil with emploves, deal 
ers, and segments ‘of the public. In 
meetings we can otten obtain unde 
standing, win emplove and deale: 
lovalty, and gain friends and custom 
ers Meetings provide opportunity 
tor full explanations through answers 
to questions; and they permit the 
warmth and friendliness of personal 
contact.” 

Standard Oil points to three kinds 
of meetings in which public relations 
play a part: 

Meetings mainly for public rela 
tions purposes. Examples: press con 
ferences; employe discussions; An 
nual Report. 

Meetings mainly for other pul 
poses, at which time can be devoted 
to presentation of public relations sub 
jects. Examples: discussion of Oil 


Progress Week plans at 
with salesmen, agents, and dealers; 


meetings 


discussion of 4-H program at agents 
meetings. 


Sales, training, and other meetings 
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VERYTHING POINTS TO GREATER EXPANSION... 


— —— 


@ “Canada now ts well launched on its way to 
bemge one of the mightiest mations of the 
world so stated the London News Chron 
wle oan recent editorial Evidence of thus 
Statement is shown in the huge deve lopment 
of Canada’s rich mineral, otf and forest re 
sources from Newfoundland to British Co 
lumbia Phe ever expanding industrial 
output and the accompanying growing de 
mand for consumer goods are setting new 
records. In the face of all this, Canada is 
still a great agricultural country. She has 


enjoyed: record crops for the List few years 


which have resulted un greath)  mcreased 


fatin revenue 


Capital expenditures for the Current: year 


ire now estimated at $5.50 million, 9% per 
cent higher in value than the correspondin 


1952 figure 


bor the first five months of 1953, retail sate 
YO onallion, nearky 7 per cent throve 


ot the corresponding period ot last 


With very few EXCEPLLOns employment con 
tintes at high) levels Phe carnines ob the 
cainfully employed were never better. Bank 


ine atom abl-taine high 


7 Southam Newspapers Phe cflective: annual buying mecome pet 
Ottawa Citizen lumuily an the areas served by the Southam 


Hamilton Spectator He Wspapers ranges from S1O00L00 to SOS00 00 
scl thee tmnmual retail sales per famiul 


Winnipeg Tribune $3600.00 to $5000.00. These prosperous com 


Medicine Hat News munities represent a readership of over 1! 


Calgary Herald - million persons each publishing day—great 


Edmonton Journal potential markets for the sale ol consumer 


roads mic services of ill kines 
Vancouver Province. 


he SOUTHAM NEWSPAPERS OF CANADA 


For detailed information please communicate with Conklin and Woodward, 22 East 40th 
Street, New York 16, N. Y., or any of their branches at Detroit Chicago, Atlanta, Los 
Angeles and San Francisco 


REACH OVER 1,500,000 CANADIANS EACH PUBLISHING DAY 
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Salesmen Say: 
“Less Pep, More Data" 
Podav’'s 


salesmen are lett cold by 


1d-knock-'em-dead 
At ording 
of electrical 
tor s ilesn en cond I¢ 
I holesaline 
l want: “The 
knowledge’ is as 


old bromide ‘grass roots 
sts } 

valuable 
basic ! ing teat es 


anked by the 


ps on 


today as 

Importance WAS first discovere d 

how to years ago,” says Harry C 

New England Re 

points: (4 gional Manager for The Nestle 
Co., Inc. 


principle 


harts, models Clarkson, 


New 
taught u 
ONE big 
: instead, New king 
total 
numerous 


“Our experience the 
England 
that 


market 


region hi 

the area is not 
ition 'gim 
ip sel] ~p od ict; 


land is a rich, market 


iow much made up of 


markets, a 


major 


estion-and-answet! multitude of satel 
myriad 


communities 


problems; and lite markets and a 


interdependent 


ONSUTNET 
“Distributor channels are 

\ varied .. 

itful of e it ‘Smal N. E. 


others 


respondet . and only by working 


at the local lev 
been able to properly evalu- 


e| have 
ye of our wholesale sales 
figures for advertising-budget 
recommendations, 

“For example, the Worcester 
Massachusetts 26th 
in retail the 

nited 


market 1 

grocery sales in 
estates .. yet, our 
ole ale 


don’t give it 
prominence mn 


figrure 
same 
But, 


ibility to 


our 
because it i our 
know our 
that while 


is self-contained 


we find 


good number and good 
of grocery distributor 

the Independents and 
oe « LWO 
iajor chains (A&P and 
National Stores) 

( and 


points outside of the 


cooperatives 


have 
distributor 
I Worcester 
market, whole 


Therefore, our 


or Worcester do 
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Owners and operators of 
Station WHAS and Station WHAS TV 
372,946 DAILY ¢ 301,686 SUNDAY 
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By Charles W. O'’Conor 
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Local-Level Knowledge Is A MUST 
for TOP-LEVEL 
DECISION MAKING 


Harry C. Clarkson, 
land 
The 


New 
Manager 


Eng 
Regional for 
Nestle Co., Ine. 
not include the large volume 
old by the 70-0dd, A&P 
First National Store in 
Worcester market 
“Therefore 


and 
the 
when our 
paper cam 
paign for Worcester, we 


sell 


com 


pany plans a new 
don’t 
ourselves short . . . we 


use full schedules because the 


retail Sale consid 
erably greater than our whole 
sale figures reflect.” 

@ This advertisement is pub- 
lished in the interests of a 
fuller understanding of the 
WORCESTER MASSACHI 

SETTS MARKET, by the 
Worcester Telegram, The Eve- 
ning Gazette and the Sunday 
Pelegram. George F. Booth, 
Publisher, Circulation daily, 
154,490; Sunday, 104,308. 
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President, Compo Shoe Machinery Corp. 
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Who Gets In 
The “S-T Club” ? 


Only the distributor salesmen who sell service along with 


electrical appliances. 


"'S-T"' means "'Sell-Through,"’ and 


retailers select the men who deserve membership honors. 


The dis 


salesman is more interested 


Appliance retailer +1: 
HDutor 


his order book than in helping me 
move appliances.” 


Appliance retailer #2: “One dis 
who calls on me 
his helpful 
stands head and shoulders 


butor salesman 


erves recognition tor 
( . he 


ihove the rest. 


What makes the 


latter man a bet 


1) conducts at least one prod 
uning Or promotion meeting pei 
store and makes 

two consumer « ills per week 
the dealer or his 


Na cle iler 


salesman 


dealer at 
three months his ad 


‘views with each 

nee every 
ertising and promot onal program to 
letermine how. this program can be 


ide more beneficial to the retailer. . . 


4) approaches each dealer’s store 
ot only with in order blank but with 


if le ist one concrete dea designed to 


ielp him improve a specific phase ot 


} business 


} checks on deli 


es and sales literature and follows 


ery ot d splay 


gh to sec that they are put to 


contacts the dealer's service 
irfment on ea hy trip and vives it 


hat help he Can, 


Two Objectives 


\W these five qu ilificat Ons 
talt klectru Dealer 
| 


mtry-wide search last 


began 1 
March ton 
0 distributor salesmen to honor them 

harter men t a new organ 
Phra” 
Honor distrib 
salesmen who show as much in 

it} helping dealers 


e-radio- P\ 
} 


They show in writing up the 


on the vazine Sell 
Object ves: 


move the 
yoods they sell as 
whole 
? 


sale a) der and ) Cheourage 
sf buto 


, 
otnet 
thei: 
with the tive 


salesmen to pertorn 
obs better to contorn 


point Distributor Salesman’'s ( per 


ating Code,” and gain membership in 
Electrical Dealer’s SJ lub. 

First announcement of the ST 
Club was made in the March, 1953 
issue of the mavazine, Dealer readers 
advised that any distributor 
salesman who subscribed to the ope: 


were 
ating code was eligible for member 
the ST’ Club 
oOo make nominations on an 


form included in the article 


I ealer s were 


They were told that in order for a 
man to be elected to Sell-Thru Club 
membership, he must be nominated by 
it least three retailers, 

The editors anti pated i dearth of 
nominations, and announced that they 
were seeking 20 charter members for 
the organization, Ww th \l i\ | 


charte ! 


as the 
closing date for nominations. 
By closing date, 47 distributor repre 
been elected to S’] 


Club membership. 


sentatives had 


Becomes National 
kneouraged by response, the 
CONTINUES nvite reta lers 
As of August 


1, 75 wholesale salesmen, from nearly 


magazine 
to send in nominations 
\ union, had been 
qualified for Sell-Thi Club men 
bership because they do more than 
sell to.” 

\len elected to the ST Club by the 
| . 


dealers they service eceive a hand 


every state n the 


¢ 


some pocke re P lighter engraved 
ib emblem. ‘Too 

men bership 
ctures pub 
Dealer along 

t biograph il sket hes and 
! deale s whp nominated 


l 
\W hat spa ked Electrical D. aler’s 
l butor salesmen 
‘Sell th ( * to tollow ip the 
+} 


npaign to get dist 


ie W I | 
lo obt un the deal r’s \ 


o how the distributo 


1 s Ice 

ewpoimnt as 
salesman could 
mprove his pertormance the editors 
isked some oft the country’s top elec 


trical 


which they noted shortcomings of dis 


dealers to prepare art les in 


tributor salesmen. These articles ap 
under the heading, ‘The 
Dealer's Mind,’ and were written 
by such men as Mort Farr, past 
president of the National Appliance 
and Radio-TV Dealers Association; 
Harrv Price, vice-president ot 
NARDA: Al Robertson, Oklahoma 
Citv dealer 
articles for 
Dave Urner 
reta ler 
According to Jack Adams, manag 
“Some of these dealer 
omments were appalling, to say the 
least. Typic al were comments such 
is: ‘A dealer 
successfully by 


peared 


who writes sales training 
Flectrt al dD. aier and 
prominent Cal tornia 


ng editor, 


today, could operate 
alling his distributors 
and ordering merchandise from a cat 
“The distributor 


should be as much of a 


alog,’ and repre 


sentative 


salesman as a retail salesman’. 
Cause for Complaints 


klectrical Dealer's editor il staff 
ded it was time to find out what 
wrong Ww th wholesale salesmen. 
Kalamazoo County 
as a typical area, and surveved 
electrical dealers | ach 


dealei ques 


hose 


n that county. 
was asked a number of 
tions des ened to determine it his dis 
tributor salesman was providing the 
Althou 


tvpe oft help he needed. oh the 
registe red Val 


71. dealers 
plaints, their answers boiled down to: 
“The distributor 
nterested in vetting me ft 
order for merchandise.” 
While 
no definite pattern, according to Ad 
selling to 
rather than through the dealer was 


ous con 


salesman is mainly 


retailer complaints tollowed 


ims, “It appeared that 


the bas cause for most of them. It 
Was nteresting to note that con 
pl ints were reg stered by some of the 
county's largest appl ance retailers as 
well as by some of the sn allest.”’ 

NARDA con 
SuUrVve\ 
dealers Results 
| Niort Fan 
lin ered before the 
of the N ition i] 
tric il 
Farr showed that an overwhelming 
preponderance of NARIDA members 
dissatisfied 


mce ot distributor 


In that Same Veal 


ducted i sim Jar among ts 


membet 
rted by 


WwW! 


were re 
in i speech de 
annual convention 
Assor ation of Elec 


Distr butors. In this speech, 


were with the pertor 
salesmen 
ted numerous wavs in which the 
wholesale men were falling down on 
the iob 

In talking with dealers, / 
Dealer's ed tors soon be ame 
that while most retailers wo ld voice 
dissatistaction with distributor sales 


men as a whole, thev would, when 
admit that 


salesman of thei 


prodded there was one 


disti b itor acqua nt 
ance who stood head and shoulde Ss 


above the others. 
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How high can a 
subscription 
renewal | ¢ 
percentage go | ‘ii 


xperts say a publication can never expect the 
tage to go above 85%. Deaths, retirements and 


similar changes in the reader’s status prevent it. 


Disappointed, they just let the subscription run out... 


And all that timg@icir value to the publication’s advertisers is practically zero. 


‘culation managers, life...for that reason...is one sad moment after 


Pvell, consider the case of SALES MANAGEMENT’s circulation manager . 
Le 30 G5 3 


wbhdret)) SHOWS 


22% renewals... 


highest in the sales and advertising fields. Our C.M. is beaming with joy ... in a vocal sort of way. 


“Got my eye on that 85%,” says he, “and we're still moving, up.” 


SALES MANAGEMENT, he adds, (with a sheaf of A.B.C. statements in his hand) is doing the best job 
of holding readers’ interest for advertisers. “We keep our advertisers’ audience well stabilized. They 


don’t have to introduce themselves to a brand new group of prospects year after year.” 
oC 15 / bp 3 
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“Visual Language” Helps Sell 


Half of G-E’s Volume 


(continued from page 25) 


soundly planned participation in only 
the shows that pay off. 


9. How does the sales manager 


participate in this exhibit activity ? 


A. Annually, our 


I: xhibits prepares a list of 


Supervisor of 
recon 
mended shows and s iggests a budget 
for adequate exhibition. Our Prod 
ct and Industry Sales Managers re 
the recommendations and de 

de whether or not the show is wor 

entering and whether the budget is 
line They ndicate what products 
vill be exhibited, help in plannn ; 
see that the exh bit Is properly 
nned with strong salesmen id 


tollowed up 


9. How ibou 


tion Unit? 


that 


mye 


tography roon 


r room, slidefilm pho 


production proje 
rion roon film vaults, and po table 


equipment tor location shoot ne 
Actually, it’s not as big as it sounds 
It’s kind of 


lows usually double in brass. 


ramped, and the fel 


9. Does it pay off to maintain this 
facility ? 


A. W th our 


able to liquidate all expenses against 


volume, ves. Thev’'re 


jobs and still produce for a good 
deal less than we'd pas outside. And 
of course there's a real premium here 
n immediate availability of film and 
When we have 


to produce short sequences in no time 


recording services. 
Hat, we can. 


9. But vou also have films made by 
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commercial producers, don't you 


A. Yes, quite a few. Generall: 
our Film Production Unit is used 
for movies made in nearby G-FE fa 
tories; and for special-event films 
For most of the large scale motion 
pictures we go to producing firms in 


Hollywood and New York City. 


9. How do you handle relations 


with these producing firms? 


A. That's part of the job of the 
Program Unit. The Program Unit 


Ss our creative center tor film pro 


grams, stage presentations, sales kits, 
conference programs, and TV shows. 
It consists mainly of project super 
visors and copywriters. 


—— 
9. Project supervisors. 


Navy talk, isn’t it? 


That's 


A. Yes, the title and the idea were 
picked ip trom 
experience with film 


the Navy’s wartime 
projects. <A 
project supervisor will take over any 
assignment right at the 


sual aids 


idea stage, and supervise the project 


through to completion. Sometimes 
this means writing and dire g a 
show ; sometimes he supervises the 


work of hired writers and producers 
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tains standards, sees that all approvals 
are obtained. He plans for release 
and distribution. He sees that con 
tractual obligations are fulfilled. All 
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effectively and economically by a spe 
cialist who knows the pitfalls and 
short ufts, if vou have enough volume 
to warrant the staff of specialists. 
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real savings by these specialists ? 
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A. Forty people—about 10¢6 of 
the total Apparatus Advertising and 
Sales Promotion Department. ‘The 
is fully liqui 
dated by fees charged for services pet 
formed. We keep a close check on 
equipment use and per 


cost of the operation 


records of 
sonal productivity, keep from accumu 


lating excess baggage. 


9. Can vou give us an idea of the 
volume of visual aids business handled 


by vour organization? 


A. The Program Unit 


about 250 


is handling 
assignments a yeal any 
asin ple chart presentation 
Work 
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roduction and Staginy 


thing fron 
to a SLOO.O00 movie proje ft. 
the Film P 
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altho igh they 
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activities. In 


sumption of trade show 
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In staged 
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business pre 


SCO ed } 


been 
sentations and salesmen’s demonstra 
tion kits, And, of course, TV. Tele 


vision isn't really a major factor, as 
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vet n industrial selling but there are 


special cases where we have found 


that t pays ott handson ely. 


MORE POWER TO AMERICA" goal of one more kilowatt hour per manhour 
by 1950 was far exceeded. A strong factor in this achievement has been the 


Goal for 


continuing visual programs 


1955 is an ambitious 10 kilowatt hours 


per manhour. By selling benefits of greater power usage, G-E helps itself to 


greater share of apparatus sales. 
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216% 
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PER CENT OF FARMERS WITH INCOMES 
OF $10,000 A YEAR AND OVER 


New U.S. Census Bureau 
Facts will sell you... 
and Help you SELL 


Your sales potential is 
highest where farm income 
is highest. In the 8 Mid- 
west states served by the 
Midwest Farm Paper Unit, 
farm incomes are more 
than twice the U. S. aver- 
age. This fact is just one 
of many in the new special 
study by the U. S. Census 
Bureau that will simplify 
your farm sales problem, 
Write us for your copy. 
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Manufacturing Sales 


Manufacturing Sales Adjusted 
for Price Change 
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nufacturing shipments in August continued to sag slightly from taking. In general, industrial shipments seem to be definitely 
pring peak level reflecting not only vacation shutdowns but ing cownward in the third quarter from the high lesale aabal 
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ppages in aut mobile output due to fire, strikes. and stock in the first two querters 
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9. What are the f \ postcards with theirexclusive Mirro- 
\Mlore Power To Ameri rogral A. There was the Apparatus Krome finish are ideal for direct 
» dat Marketing Conference. attended by mail, dealer promotions and many 
several hundred members of G-] other uses. Write today for free 

a eo marketing management from. ow samples and price list. 
iw 4.74 kilowatt irs of ele sales districts and product depart 
ia manhou imMnounced ments—two_ three-day presentations 
Increase national completely staged to make the mat H.S. CROCKER CO. INC. 
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WHY HORSE AROUND? 


NO 
BLIND SPOTS 
ON WBNS! 


Got a campaign needing 
strategically selected spots? 
WBNS is a solid choice. Covers 
the rich Central Ohio market 

iret Comy let ly, blanke ts the di il 
with more steady listeners 

than any other station, Spots 
reach a big audience which Sut) > 
tuned for the 20 top-rated 
(Pulse) programs. 


pr nanhout 


S100 billion total 
CBS for CENTRAL OHIO 
ASK JOHN BLAIR 
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GIFTS 
DOZEN or 1,000 
Your next selection of exclusive, gold 
engraved and personalized Gifts in Gen 
uine Leather—one dozen or 1,000—for 
any occassion, for customers, employees 
and friends, may be ordered direct from 
our factory. Write or wire for samples, 
color folder and prices. 


S. M. HALVORSEN 


Sta. G, Jacksonville, Fia 


Mature, experienced Sales and 
Sales Administrator Age 42, 
Married, University Graduate 
Now employed in a sales and 
administrative capacity, seeks a 
broader opportunity. Twenty 
years diversified experience in 
both Branch Industrial sales and 
Distributor and Dealer Sales. In 
terested in a small or medium 
sized concern. Proven record, ex 
cellent references. Will relocate 
Write Box #2986. Complete 
resume on request 


SALES EXECUTIVE 


Capable of recruiting and training a 
selling f< e ft an organization aff 
with a large number of farm supply store 


« 


tome and farm appliances »nhould have 


ability to le and stimulate salesmen as 


well as ersonal selling ability. Box 2985 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable Photo 
Reporters provides effective way to obtain on 
location photos, case histories, stories and re 
eases 
For more information write or phone 
SICKLES PHOTO. REPORTING Saas 
38 Park Place, Newark 2, N. 


facturing Services wants to present 


se = techniques for all the manu 


icturing management throughout the 
ompany. ‘This kind of thing just 
done by mail ; it’s best 
yanned presentation and dis 

sion 


There were the Man igement Co 
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‘Twice a \ 
\Mlanagen 
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Business 
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packaged as 
slidefilms 
District 
hold lo il 


presentation 
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And oT « irse nere are 


meetings to launch 


always 
sizzling sales 
meetings 


1 oduct meet the boss 


new 


tor employe relations, shareowners’ 


meetings and sales meetings Ww th 
agents and distributors 

Q. Didn't I hear about a road show 
you did for your agents and distribu 
tors? 4 


A, “The ‘Time ot Your I 7. 
Phat was the name of the 
lor six weeks this spring, we had two 


show. 
troupes on the road—professional en 
tertainers, product engineers, and 

truckload ot stag 
ng equipment and « lemonstration ma 
terials. All in all, they covered 30 


O00 miles 


ge crew, plus a 


and presented 33 two-day 


conterences for our agent and distr 


butor salesmen, across the ountt 


QO. What was the about ? 


con plete presentation of the 


A. A 
(;-] Apparatus line of 
handled by distributors: about 20 
yoducts, We told the product id 
to sell them, and how 


be dull, but 


prod icts 


| 
Vantayves where 
This could 


the presentat on was souped up W th 


to sell them. 
r\ vyenerous injection. oft show 
There were motion pic 
contests, 
ist demonstrations 


bathing 


*’s, song-and-dance routines, and 


ventr loqu Sts, 


even a plot about two salesmen on an 


unlimited expense account. 


9. What were the results? 


A. Maximum! Better distributor 
relationships, terrific 


among their salesmen as well as oul 


enthusiasm 


own. ‘The salesmen ate it up. 

our management has convincing 
dence that this enthusiasm is paying 
oft in sales. 


9. ¥ me to sumn arize, Mr. keg 
Is there any particular lesson 


ompany's experience tha 


ible to sales na 


A. l guess there are three 
lessons to be learned: 
1. Visual media are effective in 
selling, market 


anagement communication. 


developme 
cet best results when 
alists who have developed 
the whole VIS 


1; who are as much at home in the 


fluency 


ial language as the a 
countant his world of balan 
sheets oO} 

il world. 


3. ‘The use of visual media mus 


be completely integrated with your 


own. sales pron otional activity SO 
often, the visual aids are regarded as 
“oimmicks” to dress up a campaign 
lf that’s all you 
visual aids, that’s all you'll get—and 
you won't get your money’s worth. 


9. That word “integrated” 
gets a laugh among salesmen when 
management’s back is turned. Can 


want out of your 


always 


2 


we substitute another word? 


A. Yes, 1 better keep a prope 
perspective on Re Ask any sales 
man, and he won't talk in terms ot 

ntegration.’ ’ He'll probably tell 
that his product handbook is his most 
mportant sales tool. Ask any of o 
idvertising managers, and they'll tell 
sing is the back 


And thev’s 


vou that space advert 
bone of their operation. 


ation, in oul 
pany at least, is no longer a fringe 


las 


n our sales promotion ettort, and 
tem. It’s one of the major media 
ome to full recognition as a 


management communication, 
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Learn how imaginative sales 


organizations put demonstra- 
tions on prospects’ doorsteps 
by creating mobile showrooms 


in trailers and coaches... 
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Indiana, Small technical field sales force. Compensation will be unusually sub 


Central Florida Served — and will be made up of base salary plus a bonus; liberal guarantee will 
/ 


be offered for the first year 


by US, had a 38 Pct. Candidates MUST be graduate electrical engineers ov possess equivalent prac 


tical experience, and have substantial responsible sales experience in dealing 


Pop. Growth. Our —_ , with industrial technicians and executives. Current knowledge of Chicago area 


industrial market very desirable but not essential, Prefer man now employed 
County had ‘ 64 Pet — a pat = and well known in the electrical engineering or 
‘s mdustrial held, age 35-45 
Growth Still Booms — position is definitely worth investigation on the part of qualified, top 
’ flight men 
Replies (full details, please) will be treated in full confidence by reputable 
ORLANDO SENTINEL-STAR management consulting firm, Address: 


Morning - Evening - Sunday 


Orlando, Florida GRIFFENHAGEN & ASSOCIATES 


33 No. Mic gi e { tag 
Net. Rep. Burke, Kuipers G Mahoney —— Attention: Mr. Larson ciate 
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“The Seiateh Fad, 


) whatever 
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‘Thoughts Dep't: What ever 


of the sulfa drugs ? 
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\s bogged down as 
jammed weathervane.’ 

+. 
ven if it did sound like a para 


Hebrews 13:8, Frank 
hopes that copywriter 


phi is¢ or 
Marshall 
t conscious of being sacrilegious 
wrote: “There's no fine 

It Was so Ves 


sso today It will he sO 


e in Chicago 


PHOUGHT Phat mad de 
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if Pipe Dreams. 
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« idvertise! 

too polite to say 
gone with the wind 
sno flame to be blown 


detle ted by im ¢ int 


PION-SLIP 
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pressure ‘Sphvg 


lovan tor the Audubon 
bed na Post article 
the bi ds 


Wy tes Raymond Corporation's 

Il Peck: “Dear Harrv: While do 
ny some painting around my place 
+} 


ove he weekend, | wondered what 


h ippened to the slogan adopted son 


go by the paint-and-varnish 


BY T. HARRY THOMPSON 


1 turers: ‘Save the Surface and 
Save All.’ Did the termites fin 
undermine and = destroy” that 
It’s still in > Bill, I think ; 


riven the b 
+ 


\ barga nl sale too, in a manner ot 


speak ng is a counter revolution. 


Who remembers Cliff’ Friend, a 
piano-and-patter man who used to 
dream-up song-titles like ‘ I-vervone 


Has Someone. All I Have Is You’? 
* 


An old-timer is one who can re 
member when the Senate was a law 
making body and not a 


bureau 


detective 


Rhythm Section: “Since the davs 
ot ‘Yankee Doodle,’ folks have 
heered tor Chi ken Noodle.’ 


Camphell’s Soups. 


baby 
| dozen : 


“Only one 


Bob Hope SaVs: 
| le idet 0 men 


hundred Ss a 
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followe 
women 
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Dick Dickson writes that 
B lly Ha dbarger saw at 
itside a swank mig 
isked: “What are you 


Stand out ind ve 
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nside and soaked ? 
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strapless Wh rl pool Bra “tat 
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idging by the illustration 


ters where it matters. 
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Lew Belmore is quoted as savin 
1 


“As long as people are born, a Sales 
man Will Never Die. 


ple must eat, drink, wear clothes, live 
} 


HOUSES 


Ss 1OnY as wo 
As long as | 


have pianos radios, and 


tele VIsion-sets the thousand-and-on 
gadgets and all the necessaries of | Te 
Salesman W Il Never Die.” 
o 
Sign at a Turkish bath: ‘We 
\M ake Young Colts Out ot Old 
45%.) 
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\l irshall Pic kett tells me about the 


Toronto optometrist who advertises: 


| ves | xamined Wh le You Wait.’ 
+ 
an Aye house ad 


United Air 


an vou. 


l Ines 


Homer 
puts it into a capsule: “With Ditto 
the first writing 


For his new firm Smith 
s the /ast writing. 
« 

ne ot 
letters 
Wolf 
trom 
Odessa 
thured: 


Arthur Godtrevy’s 60.001 
a month, according to “The 
Letters,” was 
Ciretchen Gierman, of Lake 
Michigan, who Dear Ai 
‘lL had a horrible dream and 
woke up to find I had taken several 
bites out of the pillow. No ill effects 
though. I Just telt a little down in 
the mouth.” Reade Paul Weiner, ot 
Purofied Down, should like that. 


Magazine ot 


Wonder 1 there's a pavmistress 
inyvwhere named “Delia Watts Cun 
n ing’ : 

* 


I wish I'd said that: “Hollywood 
tro ibled by Time. 
Also: “Curdle up with a good mys 
ery. en In book shop Wit 


3-dementia 


D4 session of his) Dale 
Carnegie Sales-Course in) Birming 
ham, Ala., Pei \ Whit ny says thes 
had a panel of sales managers. One 
said he didn’t like salesmen who peek 
at what he has on his desk. A pu 

“Don't 


leave stuff on vou > vou dont 


hasing countered : 


want a salesn an to see. It’s a damit 
poor salesman who 


requisition upside down! 
e 


Orville Reed says the trouble with 
be ng a leadei today is that you n't 
be sure whether the people are fol 
low ng vou or chas ng vou. 


some sage says the sense ot useless 
ness 1s the severest shock our system 


can sustain. 
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SERVICE 


will help give your sales 


a boost wherever metals are cast 
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-@ complete 


es development service 


FOUNDRY «+ Penton Bldg. « Cleveland 13, Ohio 


YOU CAN get retailers to stock and push your 
brand in Chicago when you build your sales 
promotion plan around the Chicago Tribune. 
Because it gets the buying action they want, 
they make the Tribune their basic medium. 
They place more of their advertising budgets 
in the Tribune than in all other Chicago 
newspapers combined. 

Retailers know that Chicago's families look 
primarily to the Tribune for buying ideas and 
that it gets an intensity of interest and response 
which no other medium can equal. Further, with 
hundreds of thousands more readers than are 


SHICACOR 


ADVERTISING SALES Chicege 
REPRESENTATIVES oy 


New York City 


Struhsacker 


Ww 


Penc 


TRIBUNE: 


reached by any other 


- 


medium, the Tribune has 


the penetration and im- / 
pact that produces the 
greatest volume of sales. 

The people whose buying attracted over 
$57,000,000.00 in advertising to the Tribune 
during the twelve months ended June 30, 1953 


are the people you want to sell. A Tribune 
representative will be glad to help you work 
out an advertising program that will sell more 
to them and create a strong consumer fran- 
chise for your brand. Why not ask him to call? 


ch & Ch mberlir mel strick 
| etna % 1127 Wilshire 


own 
bs bide 


